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Rough Proofs 


Copy experts are kidding the 
headline, “Dodge moves forward 
by leaps and bounds,” but the per- 
fect retort from Chrysler sup- 
porters would seem to be, “Well, 
anyway, it moves.” 

. Oe we 

The Fruit Bowl Association is 
planning to sponsor an annual 
Fruit Bowl football game, and un- 
fortunately in the hunt for star 
gridiron talent it may be neces- 
sary to scrape the bottom of the 
bowl. 

a. @ 

“Nash says color in trademarks 
is overrated,” headlines the world’s 
greatest advertising journal. 

Maybe so, but did you ever try 
to sell a watermelon that wasn’t 
green? 

7, FF 

Farmers’ income in 1947 was $30 
billion, Successful Farming re- 
ports, but 50% of the farmers got 
90% of the dollars. 

The other 50% must be singing, 
“Corn bread and ’lasses.” 

=) oe 

The Washington State Apple 
Commission has started a medical 
research into. the effect of apples 
on health, even though everybody 
already agrees that an apple a 
day, etc. 

7, > > 

Robert R. Young admits that 
he’s willing to run for President, 
and he already has one of the im- 
portant essentials for campaign- 
ing—a private car. 

vvy 

Scientific selling helped to put 
across Corning’s new pie plate, but 
of course pie lovers recognized its 
value immediately when they 
found it wouldn’t let the juice run 
out. 

, ee 

Bob Whitney’s saga of the 
Corning pie plate was illustrated 
with a chart three feet wide and 
20 feet long, indicating that chart 
makers are going in for broadloom 
production this year. 

vvr 

David Lawrence and a lot of 
other people are wondering 
whether its really good business to 
retire executives at 65. In na- 
tional politics a man is just earn- 
ing his varsity letter at that age. 

a 

Newspaper columnists have 
been reading the life insurance 
ads about retiring at 55 on $150 
a month and wondering if insur- 
ance dollars are bigger than those 
other people use. 

vvey 

According to Edward W. 
Mehren, what this country needs 
is not a good 5-cent cigar, but a 
Substitute for the nickel that 
would be worth seven and a half 
cents. 

. oe oe 

“Uneasy about the abrupt break 
in food prices early this month, 
administration economic advisers 
will confer,” starts a Washington 
Story. 

Everybody is uneasy except Mrs. 
Consumer. 

.. 2.2 

“Petroleum is rapidly becoming 
‘oo valuable to be burned in fur- 
haces and under boilers,” says 
Robert G. Dunlop, of Sun Oil. 

Some owners of internal com- 
bustion engines are beginning to 
feel the’same way. 


Copy Cus. 


Advertisi 


ng” Costs 


OP IS.S%. men 42 
W 23h aee 1S 


UP 2.85% 


100 %e 


ba, A d jt pan oa ‘sang 


oP 42% 


UP 358% 02 42 
OW 303. aere tS 


sas: Sl 


NOTE: The number of Families earning over 12000 per year is up |S%over 1942 


7 


Production Costs 
Typesetting .... up 50% over 1942... up 16% over 1946 
Engraving..... up 25% over 1942. Production down under 1946 
Electrotyping.... up 20% over 1942... Production down under $46 
Lithographing... up 50% over 1942. up 30% over 1946 
ae —=—« <i Cr 


Average Production Costs.....up 33/4over 1942 


MULLINS’ VIEW—This chart was shown by Marshall Adams, advertising man- 


ager of Mullins Mfg. Corp., to its board, 


in order to impress the need for 35.8% 


more budget in 1948 to buy the same media as in 1942, although on a page- 
per-thousand basis the increase was only 16.8%. 


Ad Costs Hold Interest 
of Field, Survey Shows 


Advertisers Regard 
Page-per-Thousand 
with Jaundiced Eye 


By JOHN CRICHTON 


New YorK— The question of 
rising advertising rates, and con- 
tributory increases in talent, art 
and production costs, has grown 
increasingly vexing in recent 
months to advertisers. A recently- 
released report of the National In- 
dustrial Conference Board points 
out measures being taken by ad- 
vertisers to meet the situation, 
and both the American Associa- 
tion of Advertising Agencies and 
the Association of National Ad- 
vertisers have it high on the 
agenda for their spring meetings. 

The ANA, meeting in Chicago 
April 12-14, will have sessions de- 
voted to “evaluation of advertis- 
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ing media,” which will include 
some probing on costs, and the 
Four A’s will discuss the question 
of costs in Virginia Beach, April 
7-9. 

The Four A’s has been pushing 
its cash discount drive, primarily 
of course to speed payment by ad- 
vertisers, but also as part of what 
it considers a sound financial 
arrangement. 

In addition, the agency group’s 
directors have gone solidly on 
record in favor of a year’s rate 

(Continued on Page 14) 


Seven Ad Agencies Join 
$5-10,000,000 Bracket 


29 Billed $203,000,000 Total in ‘47; 
Score More Were Above $4,000,000 


Phone Company's 
Advertising Stirs 
Georgia Battle 


Commission Deletes 
$50,000 Advertising 
in Rate-Making Case 


ATLANTA — The Southern Bell 
Telephone & Telegraph Company, 
Georgia Public Service Commis- 
sion, Georgia Press Association 
and the Advertising Club of At- 
lanta are involved in a contro- 
versy over the validity and im- 
portance of public utility adver- 
tising which might have far- 
reaching repercussions on all util- 
ity advertising. 

Here’s the background: 

Some time ago, the telephone 
company (an AT&T subsidiary) 
applied to the Public Service Com- 
mission for a rate increase to pro- 
vide additional revenue of some- 
thing like $4,000,000. The Public 
Service Commission granted an 
increase estimated to bring in 
about $1,500,000 additional reve- 
nue, and in cutting the company’s 
demands eliminated, for rate- 
making purposes, “certain ex- 
penses which were considered non- 
essential.” One of these expenses 
was for advertising, for which the 
telephone company spent $91,291 
in the state of Georgia last year, 
and for which the commission al- 
lowed only $41,291. 


Seek Final Rule 


Following the commission’s de- 
cision, the telephone company se- 
cured a temporary court order 
putting the higher rates into ef- 
fect, and the case is now back in 

(Continued on Page 58) 


Last Minute News Flashes 


Ayds Candy Bar Contest Starts in 5 Cities 
Cuicaco—Something like the ultimate in the contest—if not diet 
and market test —fad has been launched by Carlay Company here, 


maker of Ayds vitamin-fortified candy bar. 


In Peoria, Galesburg, 


Quincy and Decatur, Ill., and Dayton, O., the company is testing a 
contest in 540-line newspaper ads offering $500 prizes to contestants 


who “must lose weight to win.” 


Besides the ordinary box top and 


25-word “I like” statement, entrants must submit facts showing loss 
of weight due to use of the Ayds bar diet plan. Schwimmer & Scott, 


Chicago, is the agency. 


Lifebuoy Breaks Car Card Readership Record 


New YorK—A Lifebuoy soap car card, showing one woman whis- 


pering to another, “How can anyone skip a daily Lifebuoy bath?” has | 


won the highest readership ever recorded in the Continuing Study of 
Transportation Advertising. The card was estimated to have been 


seen last October by 40% of the Boston area’s basic population of | 


1,110,000. 


Nestle’s Gives Nod to Doherty, Clifford 


New York— Other agencies which bid for the account have, 
24| been told that Doherty, Clifford & Shenfield will be the agency to | 
introduce Nestle’s Milk Products’ new instant tea, Nestea. 


plans called for regional introduction in the 12 states providing the 


majority of tea consumption, and a probable expenditure of less than | 


$350,000. 


(Additional News Flashes on Page 63) 


Original | 


By LAWRENCE M. HUGHES 


New YorkK— The number of 
United States and Canadian ad- 
vertising agencies which billed 
between $5,000,000 and $10,000,- 
000 in 1947 apparently increased 
from 27 in 1946 to 29 in 1947, and 
the combined billings of agencies 
in this bracket from about $189,- 
000,000 to $203,000,000. 

“Promoted” from this group to 
the $10,000,000-and-up group for 
1947 (AA, Jan. 26) were five 
agencies: Brooke, Smith, French 
& Dorrance, Leo Burnett, Gard- 
ner, Grey, and Sherman & Mar- 
quette. 

On the other hand, six were 
added to the $5-$10,000,000 group 
and a seventh, Caples Company, 
returned to it after a year’s ab- 
sence. Newcomers to it, in this 
fourth annual summary, were 
Cecil & Presbrey, Dorland, Roy S. 
Durstine, Gray & Rogers, Peck, 
and Swaney, Drake & Bement. 

Among the thriving new agen- 
cies which did not reach the $5,- 
000,000 mark in 1947 were Robert 
W. Orr & Associates, Sullivan, 
Stauffer, Colwell & Bayles, and 
Tatham-Laird. 


Others Come Close 


In addition to the 29 which 
billed between $5,000,000 and $10,- 
000,000, apparently 23 others were 
within $1,000,000 or less of the $5,- 
000,000 mark. If these $4,000,000- 
5,000,000 agencies were added to 
the “middle-size” group, the com- 
bined billings of the 52 would 
total more than $300,000,000. 

AA’s “big” agency billings sur- 
vey for 1947 listed 37 with a com- 
bined volume of about $939,000,000. 
Thus it appears that the total of 
all 89 agencies billing $4,000,000 
or more last year exceeded $1,- 
240,000,000. 

Agencies in the middle-bracket 
group which appeared to be close 
to the $10,000,000-and-up group 


included Doherty, Clifford & 
Shenfield, Federal, MacManus, 
John & Adams, and Russel M. 
Seeds 


Among agencies which moved 
up close to $5,000,000 were Good- 
kind, Joice & Morgan, Marschalk 
& Pratt, Meldrum & Fewsmith, 
C. L. Miller, and Schwimmer & 
Scott. 


Current List 


The list of agencies which billed 
from $5,000,000 to $10,000,000 in 
1947—compiled almost entirely 
from reports from their principals 
—includes: 

Bozell & Jacobs 

Brisacher, Van Norden & Staff 

Caples Company 

Cecil & Presbrey 

Cockfield, Brown & Co. 

ada) 

Doherty, Clifford & Shenfield 

Doremus & Co. 

Dorland, Inc. 

Roy S. Durstine, Inc. 

Federal Advertising Agency 

Albert Frank-Guenther Law 

Gray & Rogers 

(Continued on Page 34) 


(Can- 


RO Ate RACERS: etaganc eg 


eh RO ORE AO CLE CITE LORE eR Rte Ramee mtaeE 


rs 


Stee eer ee a ee ey, prema asp hy olen ce Parsee Samet ts (Pe Ne BE Za) Ties" |i eM see et ees te Tee ON A i an Ge te uae Ne Pranh Signe mene Oh ob or 0 TS EER ee Pie eatin pe per eons oP aeltiag. Su ah eae a > Dee A NS Bae Selle is 5 eeke cy 6 eee ae a Se 
a, a * Pie Regent a coinnae ey = este NS yee ah aa NR Set ani Gee shoes tte PC Ff, deg ate cae ETE BROS p  FI ke Sema es eter e e ’ Py I Ra a ce ee Sor Ses ype Oy ESTARet Ta kee iti 
ie ie! le a Ls Sie tat See ei ee “OES a a catc et, °° Secaieas ae eae rome ee 
eA ee via, zor : * , . ie eg" See me ae Ta aa pS ae re cS Meme ; Tage PrN <= | ee iS 8) 5 a é sg) puter pera 5 a 
td ee at m 3 oe ° me ee i i er : = x 2 he gta es 
4 . ° - pene 
Sa, z iy 
_ — 
ee = 
r | 
i : 
LL i 
el 
po pe i 
a | 
' 
; 
|| : 
: WP Bh wee 42 
OP in ome tS 
a , ; UP 06 % 
3 i =a 
2 é ri ee | } Bre 
y ) ‘ ' Birt | 
3 3 a a ' et. 
. = 2 es 8 8|)= |e 
i . ; : | ae 
: fs . x ths ‘ae 
: 7 : _ 
_ i) 
F ’ 
4 
a — > —= ——F ” 
\4 
es 
t s ae 
| Dee ra 
i ie 
=e 
¥ a 
| | 
ee z 
| Raw 
| aay 
Sp 
! 
of a 
a 
iy 
eg 
its 
| . a 
| . 
‘ 
oe 
ne 
8 
Be gr 
————————————_.. 0000 eee ‘ 
* ai « . ° a ; 


2 

BMB in ‘Healthy’ 
Condition, NAB 
Board Told 


Hor Sprincs—The NAB board 
meeting here last week heard that 
Broadcast Measurement Bureau is 
now sufficiently endorsed by the 
industry “to continue in business 
on a healthy basis.” 

In addition to this good news 
about its audience measurement 
project, the board learned that 
NAB’s own membership has 
passed 2,000 from 1,474 in No- 
vember, 1947. 

The report on BMB was sub- 


manager of Station KLZ, Denver, 
the NAB representative on the 
BMB board. 


Offer Course to Editors 


The Southwestern Association of 
Industrial Editors and Oklahoma 
A and M College are jointly spon- 
soring an industrial editors short 
course at the college March 22-27. 
The course will cover all phases 
of company publications. 


Bendix Promotes Price 


William W. Price has been pro- 
moted from staff assistant in the 
Bendix technical publications sec- 
tion to advertising assistant of 
Bendix Radio division of Bendix 
Aviation Corporation, Towson, 


mitted by Hugh Terry, general Ma 


ST. JOSEPH NE WS:PRESS 
Jt. Foseph Onzette 


Appoints McGrath 

Robert H. McGrath, formerly 
vice-president and general man- 
ager of Jos. Dyson & Sons, forging 
manufacturer, has been appointed 
assistant to the general manager 
of the National Machine Tool 
Builders’ Association, Cleveland. 
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Lydia Pinkham 
Heir, Figure in 
Court Fight, Dies 


granddaughter of Lydia Pinkham, 
founder of the patent medicine 
company and one of the central 
figures in the long-standing court 
battle over the management of the 
concern, died last week at her 
home in Marblehead, Mass. 

At the time of her death Miss 
Gove was treasurer of the $3,000,- 
000 company, which her grand- 
mother started in a Massachusetts 
kitchen. She also was a director, 
a sizable stockholder (17 shares) 
and a trustee for other large 
blocks of Pinkham stock. 

When Lydia Pinkham died more 
than 50 years ago, the company 


went to her two surviving children, 


Boston—Lydia Pinkham Gove, | 


the late Charles H. Pinkham Sr. 
and Aroline Pinkham Gove. Today 
the stock is owned equally by the 
Gove and Pinkham factions whose 
disagreements over the way the 
business should be conducted have 
reached the litigation stage many 
times. 


Family Takes Sides 


In the 1920s the stockholders 
voted to allot each side of the fam- 
ily three directors and three offi- 
cers, with the Pinkhams getting 
the president, secretary and first 
vice-president. The Gove heirs 
were to name the treasurer, as- 
sistant treasurer and second vice- 
president. 

Later it was voted to give the 
president executive authority in 
running the business but the diffi- 
culties continued until 1936, when 
the matter was taken to court. 

One point of contention between 
the Goves and Pinkhams was ad- 
vertising, the Pinkhams disapprov- 
ing strongly of the way the com- 
pany’s budget was being spent. Ac- 
cording to one family source, in 
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Before they buy industrial and construction machinery in 
Latin America, most accredited distributors and dealers 
want to know three things about your products: 


(1) What will the product do for me? 
(2) Where can I buy it? 
(3) Who makes it? 


They find the answers in the Annual Buyers Guides for 
Industrial and Construction Machinery and Equipment 
which are published in Spanish in two editions: INDUS- 
TRIAL and CONSTRUCTION. Their Spanish names are: 
Manual para Compradores edicion de Industria (and) 
Manual para Compradores edicion de Construccion. 


Your customers in Latin America keep the Buyers Guides 
near at hand all year round. They refer to them often. For 


they bwy - fs 


nowhere else can they get the same complete information 
about American-made products in such an easy-to-read, 


easy-to-keep form. 


And in Latin America the Buyers Guides are considered 
authoritative and official directories of those American 
manufacturers who are ready and anxious to export. 


The 1949 Annual Editions of the Buyers Guides are being 
prepared now. Advertising pages close April 1st. 


Remember — when you tell your Export Sales Story to 
the readers of the Buyers Guides for Industrial and Con- 
struction Machinery and Equipment, you tell it to people 
who actually buy your products as well as influence the 


purchases made by others. 


MeGraw-Hill International Publications 


330 WEST 42nd STREET, 


NEW YORK 18, 


We 


ADVERTISING PAGES FOR THE BUYERS GUIDES CLOSE APRIL Ist 


Also publishers of: McGraw-Hill Digest * The American Automobile (Overseas Edition) * El Automévil 
Americano * Pharmacy International * El Farmacéutico * Ingenieria Internacional Industria * Ingenieria 
Internacional Construccién * The Machinist (London) * Annual Buyers Guides for Automotive Products 
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1926 $2,250,000 was spent to plug 
the patent medicine, but the sales 
declined $750,000. 


Maine Supports Ruling 


The supreme court of Massa. 
chusetts upheld the board of dj- 
rectors’ ruling granting executive 
authority to the president of the 
company, who was to have direct 
responsibility for the operation of 
every department. A year later 
the battle lines were redrawn jn 
Maine, where the firm was ip- 
corporated. The Maine court’s de- 
cision reaffirmed the Massachusetts 
ruling. 

At her death Lydia Pinkham 
Gove still was under a Massa- 
chusetts court order restraining 
her from interfering with the busi- 
ness of the company. 

Miss Gove’s death not only 
leaves a vacancy on the board of 
directors and in the office of treas- 
urer but will mean a transfer of 
17 shares of stock. Serving with 
her as Gove directors for the com- 
pany have been Miss Rae Renne- 
han, assistant treasurer, who was 
Miss Gove’s secretary, and John 
McCann, second vice-president, 
Miss Gove’s attorney. 

Last year the Lydia E. Pinkham 
Medicine Company, which got its 
start in advertising many years 
ago when the Boston Herald is said 
to have given Mrs. Pinkham an 
advertisement on credit, spent 
nearly $1,000,000 in advertising, 
mostly in newspapers, through Er- 
win, Wasey & Co. 

Reentering radio for the first 
time since 1944, the company will 
sponsor local shows on 15 southern 
stations this month. This is the 
opening wedge of what is expected 
to be a sizable spot radio cam- 
paign, with other areas to be cov- 
ered later. 


Robert Gorman Promoted 


Robert E. Gorman, advertising 
manager of Allstate Insurance 
Company, Chicago, has been 
named director of advertising and 
press relations. The company has 
plans for the construction of a 
10-story building at Arthington 
and Spaulding Sts., which is ex- 
— to be completed by late 


George Succeeds Camp 


Carl George, formerly assistant 
general manager, has been ap- 
pointed manager of sales of Sta- 
tion WGAR, 50,000-watt inde- 
pendent, Cleveland. He succeeds 
E. Harry Camp, who has resigned 
effective March 1. 


BASIC 
QUESTIONS 


What do you wish people 
to believe about your 
business? 


Whom do you wish to 
hold these beliefs? 


The answers are the 
fundamentals of profitable 
advertising. 


IT DOESN’T PAY 
TO ADVERTISE... 


Unless you do it right! 


JOHN MATHER LUPTOR 
Co., Inc. ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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All America prefers 
one particular light bulb 
above all others 


Its makers have invested more of 
their advertising money in The 
Saturday Evening Post than in any 
other magazine. This is also true of 
the makers of America’s favorite 
floor covering, refrigerator, and 
battery. In fact, you’ll find leaders 
in every line are supported by Post 
advertising. 


People like to read advertising in the Post 
—far more than in any other magazine 
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Melton Reopens Agency 


Clyde Melton, formerly account 
executive of Advertising Coun- 
selors of Arizona, Phoenix, has 
reopened the Melton Advertising 
Agency at 2027% Young St., Dal- 
las. Operations of the agency were 
suspended when Mr. Melton left 
Dallas to serve as an Air Force 
public relations officer. 


Selling Research Moves 


Selling Research, New York, 
formerly located at 141 W. 54th 
St., has moved to larger quarters 
at 107 W. 43rd St. 
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Home Builders 
See Financing 
as No. 1 Worry 


Cuicaco—A million homes were 
built in the U. S. last year. This 
impressive record, and even the 
imminent end ef materials short- 
ages, leaves the home building in- 
dustry with its problems. 

This was apparent last week at 
the annual meeting of the Na- 
tional Association of Home Build- 
ers. More than 7,000 attended the 
NAHB convention and exhibition 
at the Stevens and Congress ho- 
tels here. 

Exhibitors did much to make 
the builders feel at home. Pitts- 


burgh Corning Corporation gave 
away glass-brick coin banks; 
Practical Builder distributed bcok- 
lets on “How to Do It in Chicago” 
(listing strip tease nightspots, 
bars with music ranging from 
Dixieland jazz to dance palaces); 
Briggs Mfg. Co., Detroit, balanced 
a 110-pound porcelain enamel 
bathtub with a theoretically 110- 
pound professional model, and 
United States Gypsum Corpora- 
tion introduced its one-act play, 
“Questions Before the House,” us- 
ing Gardner Displays’ dummy ac- 
tors. 
Comes Back to Finances 

These and other expensive ex- 
hibits had no effect on the agenda, 
however. Panel discussions on 
prefabricated houses, on market 
outlook and other subjects re- 
verted always to one issue: 
financing. 

Despite the 1,000,000-home pro- 


duction of 1947, despite the ac- 
knowledged need for that many 
more homes yearly until 1957, de- 
spite cold-blooded statistics on the 
U. S. birth and marriage rates, 
the builders constantly heard the 
call to hard facts of mortgages 
and dollars. (There were no dis- 
cussions of antiquated housing 
codes, labor featherbedding or 
merchandising.) 

The matter of getting savings 
banks, insurance companies and 
other lending organizations to in- 
vest in housing, a plurality of 
speakers declared, is the key to 
whether 1,000,000 new homes will 
be built annually for the next few 
years. 

Among the comments were: 


Sources Disappearing 
‘Demand will be based on the 
ability to buy and this takes us 
back to the matter of adequate 
mortgage financing and the pur- 


Facts About 


population. 


exceeded $4,400 
in 1946. 


the QUAD -CITIES 


e@ Largest market in 
Illinois and Iowa, 
outside of Chicago. 


@ Over 203,000 urban 


@ Average family income 


@ Over $175 million in 
retail sales in 1946. 


e@In the heart of the 


xT 
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LT buy most of | 
my “vittals” on 
the Illinois side : 
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D SERA s as 
ROCK ISLAND ~|MOLINE ul 
TS 
C<j] | E, MOLINE 2 


. 


«<-> |n the area covered by the 


Argus-Dispatch newspapers 


Yes, nearly 60% of the Quad- 
Cities population live on the 


Illinois side. 


Naturally, they 


buy their groceries near their 
homes. That is why the Illinois 
side of the Quad-Cities Jeads 


in grocery sales. . 


. and why 


the Argus-Dispatch newspapers 


food items. 
> 


newspapers 


produce top sales results for 


Argus-Dispatch are the only 
daily newspapers published on 
the Illinois side . 


. the only 


that adequately 


cover this major portion of 


the Quad-Cities. 
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chasing ability of the buyer” 
Arthur E. Fossier, Chicago build. 
er, declared. 

“The uncertainties in the mort. 
gage finance field,” according tp 
Joseph Meyerhoff, Baltimore 
builder, may well be the home 
building industry’s most difficult 
problem in 1948. 

“The sudden lack of 4% mort- 
gages has crippled us,” declared 
V. F. Buchek, San Antonio. Ipn- 
vestors who have bought mort- 
gages and paid premiums for 
them now “don’t want them.” 

These and other remarks per- 
tained to the sudden drying-up of 
mortgage investment following the 
U. S. government’s raising of the 
rediscount rate at the first of this 
year. That action had the effect 
of diverting investment to sources 
paying higher interest than com- 
mon in home building. 


Optimistic on Demand 


Aside from the problem of 
finances, speakers generally per- 
mitted themselves optimism about 
1948 production and demand, 
Franklin D. Richards, commis- 
sioner of the Federal Housing 
Administration, pointed out that 
despite the creditable construction 
of 1947, vacancy ratios in U. §S. 
cities are still uniformly under 
1%. Others indicated that, de- 
spite more selective buying, all 
the homes that can be built can 
be used. 

While prefabricated housing 
seemed, less this year than last, to 
offer hope for solving the housing 
shortage, new types of low-cost 
construction attracted much at- 
tention. Edward R. Carr, presi- 
dent of National Association of 
Home Builders, and others spoke 
optimistically of new methods by 
which “minimum” (uncompleted) 
houses could be built at greatly 
reduced cost to home owners. 

Among such methods are those 
in which builders do not supply 
kitchen equipment, do not finish 
second or third bedrooms, or the 
like—leaving this for the owner to 
do and pay for after he buys the 
house. 


Lack of Help Is Design Key 


Meredith Publishing Company 
kicked off the NAHB convention 
with a luncheon preview of its 
exhibits for Better Homes & Gar- 
dens and Successful Farming Feb. 
19. Eleven magazines, farm pub- 
lications and business papers were 
invited to stage educational ex- 
hibits. 

Analyzing the building market, 
John Hormile, building editor of 
BH&G, said the key to design is 
lack of domestic help and demand 
for greater convenience in 
arrangement of home utilities. 
Hugh Curtis, Successful Farming 
managing editor, said the front 
door is obsolete in farm homes, 
and the entrance should be from 
the drive. 

Jack S. Barlass, general promo- 
tion manager, detailed the exten- 
sion of building editorial service 
at the local level, through the 
Meredith home planning service 
and building information centers 
in department stores, banks and 
building material establishments, 
plus traveling model home dis- 
plays seen by 1,000,000 people 4 
year. 


NAEA Appoints Egan 

The Newspaper Advertising Ex- 
ecutives Association has appoint- 
ed James W. Egan Jr., vice-pre*!- 
dent and advertising director of 
the Toledo Blade, as chairman of 
the group’s new community reia- 
tions committee. 
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Always Dependable Quality and Servi 


TWIN CITY 
ENGRAVING COMPANY — 


S. STATE ST. ST. JOSEPH, 


MONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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Fairchild readers hold 
reserved seats for the 
biggest, fastest- moving 
business show on earth. 


These policy and deci- 
sion-makers keep the 
larger outlook even 
when they focus on the 
specific—such as the 
new look in blouses and 
skirts — the whims of wearables for baby-sitters or 
silhouettes in furniture and pots and pans. At every 
vital point, Fairchild musters an overwhelming supe- 
riority of publishing talent for immediate action in 
spotlighting trends — in clarifying the common 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


FAIRCHILD BUSINESS PAPERS — SERVING BIG BUSINESS 


Fairchild Business Papers ~ Serving 
Big Business with a Faster News 
Tempo. . The new Fairchild Building 
adds 125,000 feet of space to 

our publishing plant — equips us for 
a better job of reader service 


Two on the aisle 


denominators of related markets for the merchan- 
dising-minded executive reader. 


Fairchild does the job with authority, yet at top speed 
in the multiple industries that supply the Fairchild $27 
billion market at retail. 


The big doings on the stage of mass distribution call 
for a panoramic lens. The larger focus is vital to busi- 
ness readers who buy and sell on a daily evaluation 
of many factual elements and a positive working 
pattern of merchandise relationships. 


Fairchild readers are anything but a knot-hole gang. 
A publishing job of Fairchild calibre and format for 
speed takes plenty of resources and resourcefulness. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Guinan Joins Orr; 
Agency Adds Account 


George Guinan, formerly with 
Hearst Magazines, New York, has 
joined Robert W. Orr & Associates, 
New York, as an account execu- 
tive. 

Chester H. Roth Company, New 
York, has appointed the Orr 
agency to handle advertising for 
Schiaparelli stockings. 


Highest Outdoor 
Awards to Heinz, 
Nash and Nabisco 


(Pictures on Page 55) 
Cuicaco—H. J. Heinz Company, 
for a wordless poster showing a 
man sniffing hot soup, has been 
announced winner of the first- 


549 W. Washington @ Chicago 
RANdolph 3696 


prize gold medal in the 16th Na- 
tional Competition and Exhibit of 
Outdoor Advertising Art. 

The competition is sponsored by 
the Art Directors Club of Chi- 
cago. Formal presentation of 
awards to 27 winners in nine 
classifications — plus three for 
painted signs and three for special 
displays—will be made at a 
luncheon meeting here March 24. 

Last week .the club announced 
names of only the top three, grand 
awards. The first-place Heinz 
poster was painted by Howard 
Scott, and Art Limbrock and 
Maurice Kelly were credited for 
the art direction. Maxon, Inc., is 
the agency for Heinz. 

Mr. Scott also painted the sec- 
ond-place silver medal award 


winner—a poster for Nash Motors 
division of Nash-Kelvinator Cor- 
poration, Detroit. Arthur A. Surin 
was art director, and Geyer, 
Newell & Ganger the agency. 

The third top award of a bronze 
medal will go to National Biscuit 
Company, New York, for a show- 
ing promoting Ritz crackers, 
painted by Ralph Von Linden. 
Herbert Noxon and Edward Gra- 
ham were the art directors. Mc- 
Cann-Erickson is the agency. 

Other winners will be disclosed 
by the club this week. 


Keystone Names Korn 

J. M. Korn & Co., Philadelphia, 
has been appointed by Keystone 
Coat & Apron Mfg. Corporation, 
Philadelphia, to handle its adver- 
tising. 
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NBC, CBS, MBS 
Gross Billings 
Dropped in ‘47 


CuiIcaco—Radio network gross 
billings last year declined 1.1% 
from 1946, with three of the four 
major systems losing, according to 
Publishers’ Information Bureaus 
1947 reports. 

PIB’s final report on ’47 billings 
shows National Broadcasting Com- 
pany continued to top its rivals, 
this time with a total of $65,756,- 
517, off 1% from its $66,434,486 
record in 1946. 

Columbia Broadcasting System 
billed $59,250,964, down 1.4% from 
its $60,063,905 of 1946 and down 
12.7% from its 1944 record of 
$66,791,319. 

American Broadcasting Com- 
pany gained 7.2% to $43,550,144. 
Its total the previous year was 
$40,604,006. 

Mutual Broadcasting System last 
year dropped 15.8% to $22,372,711. 
It had $25,907,202 the previous 
year. 

The total gross billings for all 
four networks is given by PIB as 
$190,930,336 for last year. That 
compares with the record of $193,- 
009,599 set year before last. It is 
nearly the same as the $190,747,- 
628 of 1945 and the $190,677,076 
of 1944 for all four networks. 


Share Changes Since 1937 


_ Of the four-network total, ABC’s 
|share has increased from 14% in 
| 1942 and 17.7% in 1943 (when it 
was the Blue chain of NBC), to 
21.6% in 1944, 21% in 1945 and 
1946, and to 22.8% last year. 

Mutual last year had 11.7% of 
the total network gross, compared 
| with 13.4% in 1946, 10.7% in 1945, 
10.2% in 1944, 9.1% in 1943, 8.6% 
in 1942, 6.7% in 1941 and 2% a 
decade ago. In 1937 its total was 
;only $1,455,070. 

NBC last year had 34.4% of the 
four-network total, compared with 
34.5% the year before, 33.8% in 
| 1945, 33.2% in 1944, 37.9% in 1943 
and 39.4% in 1942 (Red network 
only), and 56% ten years ago when 
its total was $38,651,286. 

CBS a decade ago had $28,722,- 
118 gross, or 42% of the total for 
three networks then, Its share 
was 38% in 1942, 35% in 1943 and 
1944, 34.5% in 1945, 31.1% in 1946 
and 31% last year. 


Food Billings Increase 


PIB shows that automotive, drug 
and toiletries advertising by net- 
work radio fell significantly in 
1947, while food, soap and tobacco 
expenditures in radio climbed. 

Although cosmetics advertisers 
spent slightly more in the four 
networks last year, other toiletries 
and drugs advertisers spent much 
less, and the group’s total of $55,- 
541,889 was off nearly $5,000,000 
from 1946. Food advertisers spent 
$47,062,179 in the medium last 
year, up about $4,000,000 (cereals, 
however, were advertised less). 
Soaps and cleanser expenditures 
grossed $18,210,308, against $16,- 
506,298 the previous year. Tobacco 
materials billings totaled $18,242 - 
906, against $15,728,205 in 1946 
| Automotive was down from $8.- 
888,330 to $7,228,865. 


WVCG Begins Operation 

WVCG, new Coral Gables, Fl:., 
station, has begun operating ©" 
1,000 watt power at 1070 kilocycle: 
from 7 a.m. to 6:15 p.m. Studi 
are located in the Peninsul*! 
building. The station is owned an® 
operated by the Peninsular Broac- 
casting Corporation, with Geor: 
W. Thorpe, formerly advertisir: 
manager of the Miami Daily New 
as president and general manage 
Dr. P. J. Manson is vice-preside! 
and treasurer and Mrs. P. J. Ma! 
son, secretary. Edward S. Gayl 
is program director. 
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‘| “I have always enjoyed reading 


| ADVERTISING AGE,” 


Says Harold R. Deal, 


Manager, Advertising & Sales Promotion 


TIDE WATER ASSOCIATED OIL COMPANY 


“because it kept me informed on the happenings in 
advertising throughout the country. Unlike most ad- 
vertising magazines, you are not provincial, but give 
fair reporting of advertising news wherever it origi- 
nates. With me, Advertising Age is ‘must’ reading. 
No matter how busy I am, I make it a point to read 
this magazine as soon as it comes to my desk. 


i. HAROLD R. DEAL 


hasn’t shifted around very much in the advertising 
world, as he has been with Tide Water Associated 

146 Oil Company since March, 1921. But, he says, “it 
seems that I have always worked, whether running 
errands for the drug store, cleaning out the 
dentist’s office every Saturday, or taking care of 


‘Incidentally, I frequently find something of in- 
terest in the advertisements that appear in your pub- 
lication, which results in a personal contact with the 


“ug the doctor’s horse.” He did put in a lot of years 

et- in the import and export business with Atkins, Kroll d ti 

in & Co. San Francisco, where he was assistant pur- advertiser. 
"C0 


chasing agent. For many years he has been active 
in the San Francisco Advertising Club and in the 
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ers ‘6 ° ° ° 
uy Pacific Advertising Association, serving as president Keep up your editorial policy and the repro- 
ies of both at different times. During the war years, ° e e . 
ch he started and was chairman of the Victory duction of various types of advertisements appearing 
5,- Advertising Committee of the ad club. His ° ° ° 9 
100 hobbies are sports, gardening, and being a pal to currently and you will have me as a continuing reader. 
= his two young children. 
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Aspell Joins Jam Handy 

T. A. Aspell has joined the Day- 
ton sales and contact staff of Jam 
Handy Organization. 


EXPORT 
TRADE & SHIPPER 


eirculates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


@® THE LEADING WEEKLY @ 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


IT&T Appoints 
Mathes to Handle 
Entire Account 


New Yorx—lInternational Tele- 
phone & Telegraph Corporation 
has appointed J. M. Mathes, Inc., 
to handle advertising for the cor- 
poration and its associate com- 
panies operating in the United 
States: Federal Telephone & Radio 
Corporation, International Stand- 
ard Electric Corporation and 
American Cable & Radio Corpora- 
tion. 

This includes advertising for 
the latter company’s three sub- 
sidiaries, All American Cable & 
Radio, Inc., Commercial Cable 
Company and Mackay Radio & 


Who the HELL is 


He’s an ad man who says ‘Little ads 
can make you millions ... if the idea 
t.”” Want to try? 


et ee A ising Age 


Jl: 


Who the HELL is J’ 
He’s an ad man who says this question 
may save money: ‘‘How big should my 
be?’ Want to know? 


Box 6819 dvert Bex6Si@ . . . « « Advertising A 
100 E. Ohio Street, Chicago 11, Ilin | RE 100 E. Ohio Street, Chicago II, Iitinols 


Telegraph Company. 

IT&T institutional advertising 
was previously handled by Ruth- 
rauff & Ryan, while Rickard & Co., 
here, handled the IT&T associated 
companies. Prior to that Mar- 
schalk & Pratt handled the IT&T 
account. 


‘Outdoor Life’ Page 
Totals Incorrect 


A summary of magazine adver- 
tising volume, based primarily on 
data supplied by Leading National 
Advertisers, which appeared in 
ADVERTISING AGE Feb. 23, erred in 
giving Outdoor Life 1,588.25 pages 
in 1947 and 1,646.25 pages in 1946. 
Actually, Outdoor Life’s page fig- 
ures were 829.29 in 1947 and 
859.82 in 1946. 

The gross advertising volume 
figures were correctly presented. 
The erroneous page count was 
supplied by the publisher, since 
Leading National Advertisers did 
not have detailed information on 
this and 21 other publications 
which were included in the LNA 
tabulation. 


Van Camp's New 
Bite-Size Tuna 
Drive Is Biggest 


TERMINAL ISLAND, CaL.— The 
nation’s leader in canned tuna ex- 
pects to stay that way. 

Van Camp Sea Food Company 
has spent $15,000,000 to advertise 
its cans of tuna under the 
Chicken - of - the - Sea and White 
Star names and has results to 
show: Van Camp sales far exceed 
any other brands. , 

Now the 24-year-old company 
is ready to introduce a new “bite- 
size” grated tuna with the biggest 
campaign in its history, following 
extensive testing—or tasting—by 
consumers and professional peo- 
ple. 

Full-color pages will run five 
to a dozen times this year in The 


= 


The Case of the Vanishing Statistics 


Every time this man does a job, a statistic vanishes — 


a statistic representing a request for telephone service. 


Happily, he and his fellow telephone installers are 
able to link more and more homes to cables these days. 
That is because The Chesapeake & Potomac Telephone 
Companies, our clients, pushed through a record- 
breaking construction program in 1947. 


Now — with more miles of telephone wire and cable, 


and more central offices — more telephones than ever 


before are responding to the people of Maryland, 
Washington, Virginia, West Virginia. Still more facil- 


ities are coming; and advertising tells the story. 


N. W. Ayer & Son, Ine. 


Philadelphia « New York ©¢ Chicago ¢ Detroit 
San Francisco ¢ Hollywood ¢ Boston ¢ Honolulu 
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American Weekly, Better Homes 
& Gardens, Good Housekeeping, 
Hygeia, Improvement Era, Ladies’ 
Home Journal, McCall’s, Parents’ 
Magazine, Sunset, This Week 
Magazine, True Story, Woman’s 
Home Companion, First Three 
Markets Group and in 31 news- 
papers. 


Used Panel in Test 


Ads will be headed, “A new 
Van Camp star is born,” will show 
the bite-size tuna on plates and 
emphasize the “new look” in 
grated tuna by fashion illustra- 
tions of the “new look” in wom- 
en’s clothes. Copy points out that 
the tuna is ready for use without 
need for flaking. ‘ 

Van Camp spokesmen say the 
success of the new pack is assured 
because of its high reception by 
1,435 women on Parents’ Maga- 
zine’s consumer panel. In the test, 
two cans of the new tuna were 
sent to each panel member, along 
with a questionnaire and instruc- 
tions on how to use the tuna. More 
than four out of five responded 
that the tuna is good for all tuna 
recipes served, and only 6% said 
they prefer the “solid pack” type. 
Van Camp reports similar praise 
of the new tuna pack by die- 
titians, home economists and 
other “professtonals.” 

Van Camp’s survey showed also 
that more than a third of the 
housewives questioned said they 
most prefer tuna as a salad in- 
gredient, a quarter listed tuna 
sandwiches first and almost 40% 
gave preference to baked and 
creamed dishes. 


Outserts Give Recipes 


Commenting on this, Gilbert 
Van Camp, president, said the 
choices were encouraging, ‘“be- 
cause originally tuna was regard- 
ed almost entirely by American 
housewives as something to be 
purchased only during the sum- 
mer months for use in salads and 
sandwiches. That 40% of these 
women now put tuna in top place 
for hot entrees shows that our 
year-round advertising on _ the 
theme, ‘Some like it hot; some 
like it cold,’ has brought very real 
results. Today, the consumption 
of tuna is almost unchanged the 
year ’round.” 

Van Camp’s output has in- 
creased tremendously since the 
company was formed in 1924. 
Tuna sales in the U. S. have in- 
creased from about 75,000 to 
nearly 5,000,000 cases in the past 
quarter century. 

Besides giving recipes in some 
advertisements, Van Camp will 
promote the new “bite-size” tuna 
by affixing outserts with recipes 
on the cans. 

Brisacher, Van Norden & Staff, 
San Francisco, has handled the 
account since its inception. 


Lander-Young Gets 


Apparel Guild Account 


Lander-Young, Los Angeles, has 
been named to direct the adver- 
tising and public relations of the 
California Junior Apparel Guilc. 
A 20-page section will appear in 
the California Stylist, with each 


|page carrying the new slogar, 


“Juniors Clamour for Californi 
Glamour.” 

Copies of the 20-page section ii 
brochure form will be mailed t 
department stores throughout th 
country, and a reproduction of th 
brochure’s front cover will appea 
in Women’s Wear Daily. 


Waltham Names Kastor 


Waltham Watch Company, Wa! 
tham, Mass., has named Kasto! 
Farrell, Chesley & Clifford, Ne 
York, to direct 
The account was handled pre 
viously by N. W. Ayer & Son. 


Gets Match Account 


Stewart-Lovick & MacPherso! 
Vancouver, B. C., has been name 
to handle a promotional campaig: 
for the Western Match Company 
Victoria, B. C. 


its advertising. 
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NEW CARS—Heralding the 1948 de- 
livery of 153 passenger cars, the Mil- 
waukee Road is using half pages and 
pages in national magazines, Sunday 
newscasts on 25 on-line radio stations 
and direct mail to tell the customers 
about new trains and services. 


Telecoin Begins 
Selling Clothing 
Via Launderettes 


New YorK—Telecoin Corpora- 
tion has launched a ‘“Buy-of-the- 
Month” mail-order selling pro- 
gram through the Launderette 
chain of self-service laundries. 
The plan will be advertised 
widely. 

Telecoin’s 1,300 Launderettes, 


15 Cities See 
Brand Names’ 
Greenfield Film 


New Yorxk—The Brand Names 
Foundation’s documentary film, 
made of its experiment in Green- 
field, Mass., was shown to com- 
munity leaders in 15 cities last 
month. 

The 16 mm film is called “It 
Happened in Greenfield,” and sup- 
plements BNF’s booklet called 
“How Greenfield Did It.” 

Of the 15 cities which have seen 
the film, two—White Plains, N. Y. 
and Falmouth, Mass.—have sched- 
uled ‘Parades of Progress,” in- 
tended to do a job similar to that 
done in Greenfield. The White 


Plains program will run from 
May 16 to May 24. 


Starts Stocking Drive 


Rosedale Knitting Company, 
Reading, Pa., has launched an in- 
tensive sales and advertising pro- 
gram to promote Rosedale nylon 
stockings with the new Mitre heel. 
Radio participations on women’s 
programs in 16 key cities will be 
used in the initial campaign. S. 
Duane Lyon, Inc., New York, is 
the agency. 


Lavin Names Erickson 
William T. Erickson has been 
named an account executive of 
Barney Lavin, Inc., Fargo, N. D., 
advertising agency. For the past 
year he has been advertising 
manager of a chain of department 
stores in Idaho and Oregon. 


LETT ER: rd EADS . / at lowest prices 


in U. S. Only $225 per thousand _— 


Let us prove this. Just pin 
your letterhead to coupon 
below for complete de- 


Our mass production 
method gives you highest 
quality letterheads at 
prices far below those you tails, quotations, and es 

are accustomed to paying. money-saving facts. | merete gl am USE. 
i HF ave 


FREE, New Design for Your aes 
Letterhead ! VOIVERSAL AS iat Satoh ah co. 


. | 0 thee instruct your let- o Please quote ‘oie on 
or re-design your old one free. l terhead Clinic to rede- sand letter- 


All work created by artists sign our enclosed Let- heads like sample at- 
ia . t 4 shed. 

who specialize in Letterhead ; — : 

design. Send letterhead today. i i ae Prey er Serre Sey Terre rrerrrnrr ro yr 

No cost or obligation. ] ee eee errr ee Ty Pree Teer Te 

UNIVERSAL LITHOGRAPHING CO 

4307 Diversey Bivd., Chicago 39, III. i] GUY cbse csdeesdecsseecsneces Zone...... State. wccccccsece 


said to serve about 1,500,000 cus- 
tomers weekly, have begun taking 
orders for dresses, fashion acces- 


sories, men’s items, infants’ wear 
kitchen. 


(including diapers), 
“gadgetry” and toys. 
Customers make their choices 


from a special brochure available | 


at the store, then fill out self-ad- 
dressed order cards and mail to 
Telecoin here. Orders are filled | 
by the manufacturer and de-| 
livered C.O.D. 
Thus Launderette operators have 
no bookkeeping and_ inventory 


duties in connection with the plan. | 


Advertising includes 800 - line 
newspaper ads in the East, Mid- 
west and South, and a full-page 
advertisement in Life March 8 in- 
augurates a magazine campaign. 


Dealers have received three-color | 


to the customer. | 


| 
| 


| 


| 
| 
| 


window and wall displays pictur- | 


ing some of the March offerings, 
which include jumper 


dresses, | 


sports clothes and town suits for | 


women. ‘ 
Lynn Baker, Inc., 
advertising. 


handles the 


Butler Retires Freeman 


Thomas B. Freeman will retire 
as chairman of the board and a 
director of Butler Brothers, Chi- 
cago, effective March 25. He plans 
to devote much of his time to 
educational activities and other 
business interests. Mr. Freeman 
has been with the company since 
1927, and president from Novem- 
ber, 1939, until August, 1947, 


| 
| 
| 


when he was elected chairman of 


the board. 


Papers Increase Price 


Effective March 1, subscription 
rates of the Journal and the Ore- 
gonian, Portland, Ore., were raised 


25 cents a month, bringing the 


Price of the home delivered daily | 


aid Sunday paper to $1.75 a 
month. Sunday newspapers re- 
main 15 cents a single copy or 60) 
cents by the month home de-| 
livered. 


Three Join Y&R 


Lucy Jane Ford, former Cornell 
University research chemist, and 
Sella Crowell Mark, former maga- 
zine food writer, have joined the 
copy department of Young & 
Rubicam, New York. John J. 
Lentz, formerly with the division 
® medical sciences, National Re- 
search Council, has joined the 
asency to do medical research 
work. 


and company 


_ There’s a lot more to it than 


this... 


The telephone is a wonderful device. And its use plays an important 


part in the sale of radio time. But there’s a lot more to it than this. 


Take the average Weed and Company representative. On 


the phone or across the desk from you, he knows your business 


and talks your business. He wouldn't be there if he didn’t. 


He’s a salesman, certainly. He represents Spot Radio, one of 


the most profitable forms of modern advertising. He also 


represents over 250 years of combined experience in 


showing Spot Advertisers how to get the most for their money. 


Behind that experience are the two bed-rock qualities 


that created it: expert knowledge and plain hard work. 


These are the two factors that produce most of the results 


most of the time... 


the two factors that make 


Weed and Company service so valuable to any advertiser. 


\X) ‘ ( ° d radio station representatives 


new york °* 


san francisco ° 


boston . 


chicago °* detroit 


atlanta . hollywood 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St.; 


Chicago 5.1 }linois 


Alhydro Names Emery 


Emery Advertising Company, 
Baltimore, has been named ad- 
vertising counsel for Alhydro, 


Inc., Baltimore, for promotion of 
a new electronic machine for pro- 
ducing floc in plants treating 
water for industrial and domestic 
use. 


Ford Boosts McKay 


J. Kenneth McKay has been ap- 
pointed head of the newly created 
sales promotion division 
sales department of Ford Motor 
Company of Canada, Windsor, 
Ont. He has been with the com- 
pany since 1926, and in charge of 
; Sales training since 1946. 


the Boardwalk 


Write for Details 


A WORLDWIDE AUDIENCE 
ABSORBING YOUR MESSAGE 
DAY AND NIGHT 


Like this Calvert spectacular on 


at The World's Playground 
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The R.C Maxwell Co. Trenton N.S 


in the 


Metropolitan Group 
Expands Staff 


Recent additions to the staff of 
the Metropolitan Sunday Maga- 
zine Group in New York include 
L. Alven Bennett, formerly with 
the Bureau of Advertising, ANPA; 
Richard F. Goennel, formerly of 
Look, and Clifford E. Swenson, 
formerly with Electrical Publica- 
tions. Wayne Beaudette, formerly 
with the Queen Anne Candy Com- 
pany, has joined the Chicago of- 
fice, and Charles Rhodes, formerly 
with Southern Agriculturist, has 
joined the Detroit staff. 


Grady Rejoins Chase 


Jack Grady, formerly in the 
merchandising department of 
Young & Rubicam, Chicago, has 
rejoined the Chase Bag Company, 
Chicago, where he will be con- 
nected with the general sales de- 
partment. He was formerly adver- 
tising manager. 


Pease Joins Baskin 

Jim Pease has joined Salem N. 
Baskin Advertising Agency, Chi- 
cago, aS an account executive. 


HERMAN BOES 


Seneca County Farmer 


Herman Boes, who farms 280 
debt-free acres with modern 


buildings which he 


de- 


signed and largely built 
himself, has been ac- 
corded State-wide recog- 
nition for his advanced 


farm 


methods. 


SENECA COUNTY, OHIO 


another of the 14 rich counties 


of the Toledo retail trading area 


Well-balanced and diversified in production, 
the fine farms of Seneca County have a high 
rank in income per acre; percentage of farms 
electrified (92%); cattle, hog and sheep 
production; high yields of wheat and hay. 


Seneca County farmers are progressive in 
farm methods and in community relation- 
ships, leading the State in Farm Bureau 
memberships. Good farms, good people, a 
good market—that’s Seneca County, Ohio. 


...and this is the TOLEDO BLADE 


Strong as The Blade is in city coverage, it has always been more than just a paper 
for city folks. An ably-edited Farm Department has been an outstanding feature of 
The Blade during its life of over 100 years. It is the traditional purpose of The 
Blade to serve ALL its readers, whose continued interest in its columns has given 
The Blade a coverage most unusual among the newspapers of the nation. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 
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Not a Serious Beef in Carloads! 


Over half a million carloads of freight moved in one 
year is a “heap o” haulin’ " in any man’s language. 
That's enough cars to span the Soo Line trackage 
from Chicago to Whitetail, Montana, four times! 


And every car hauled with a minimum of trouble 
and delay. That's the Soo Line's record these past 
twelve months. 


We serve more than 500 towns in the Upper 
Midwest and (with our connections) over 3500 towns 
and villages itt Canada. On the job every day, rain, 
shine or blizzard, to serve you. 


No wonder shippers know the Soo Line 
as “the can-do line” of the Upper Midwest! 


INE Your Whiking Partner7 Days a Week 


MOO ON SOO—The Soo Line Rail. 
road, Minneapolis, is using such small. 
space photo and cartoon ads as this in 
newspapers (and sends stereos rather 
than mats to the papers). Knox Reeves 
Advertising is the agency. 


Western Market 
Attendance and 
Buying Jump 


San Francisco — Reflecting the 
“coming-of-age” of merchandising 
and distribution of home goods on 
the West Coast, the recent winter 
market at the Western Merchan- 
dise Mart here broke all records 
for attendance and activity. 

Attendance was more than one- 
third greater than the previous 
record set last year. The newly 
expanded Mart was a beehive of 
activity throughout the week. 

Orders placed generally _re- 
flected the increased attendance. 
Buyers displayed particular inter- 
est in quality merchandise, placing 
emphasis on design, workmanship 
and materials. Exhibitors reported 
“good” buying. 


Modern Style Dominates 


Modern styled furniture, both 
in case goods and_ upholstered 
pieces, dominated the market. Up- 
holstered pieces were mostly long, 
low and _ luxurious. Sectionals 
were in greatest demand, it was 
reported, although several manu- 
facturers have developed sofas in 
modern styling scaled to today’s 
smaller rooms. 

Sound construction and fine ma- 
terials were demanded in mat- 
tresses and box springs, still in 
short supply. Sofa beds in gen- 
eral were still on allocation, be- 
cause of the continued high de- 
mand. Foam rubber mattresses 
attracted much interest, although 
prices remained high. 


Todd Promotes Greene 


I. L. Greene, director of sales 
promotion and advertising of Todd 
Company, Rochester, N. Y., manu- 
facturer of fraud-preventing 
checks, payroll systems and Pro- 
'tectograph check writers and 
| signers, also has been appointed 
ee general sales manager 


‘Stovin Transfers Judge 


Ralph J. Judge, with the ‘to- 
ronto sales staff of Horace \. 
| Stovin & Co., radio station rep?e- 
/sentative, has been appointed 
|manager of the Montreal office. 
| succeeding Ralph Bowden, w 10 
|has joined Elliott-Haynes Li: 
| market research. 


Changes Meeting Date: 


The California Newspaper A®- 
vertising Managers Associat:”! 
has changed the date of its con- 
vention from June 25-27 (A, 
|Feb. 9) to June 11-13. The c 
'vention, under the general cha 
manship of Charles McAlpi 
Santa Monica Outlook advertis' 
| manager, will be held at the De! 
| Mar Beach Club, Santa Monica 
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Business Census 
Tests Under Way 
in Charlotte 


WASHINGTON—Field tests already 
under way at Charlotte, N. C., 
may result in some far-reaching 
decisions about the types of out- 
let and commodity data which 
marketing experts can expect 
from the next Census of Business. 

The Charlotte studies have been 
set up largely as a pre-test of 
business census administrative 
problems, but field personnel re- 
acquainting themselves with the 
mechanics of their highly com- 
plicated job are also testing some 
new tricks in the collection and 
tabulation of commodity data. 

Current research will provide 
the Census Bureau with more 
definite information on the cost 
of nationwide studies, projected 
for early next year or 1950. 


Tests Check List 


As a by-product, however, it 
should give the Census Bureau an 
insight into the workability of a 
“check list” plan, which is de- 
signed to simplify accumulation 
of more complete information on 
the distribution outlets for a wide 
variety of products. 

Recently the bureau has asked 
marketing men for an indication 
of the kinds of commodity and 
outlet detail most useful in sales 
planning. In soliciting comments, 
the bureau conceded that its ef- 
forts to tabulate commodities by 
dollar sales totals for small geo- 
graphic areas ran into serious 
trouble in 1940 (AA, Feb. 23). 

During the previous census, the 
bureau said, only a_ relatively 
small percentage of the retail 
stores were set up to report dol- 
lar sales figures for the several 
store commodities listed on the 
forms. 

As a result, the bureau ad- 
mitted, a distorted picture of com- 
modity sales resulted for some 
areas, and great gaps of no infor- 
mation at all from other areas 
where returns were particularly 
spotty. 


Shows County Outlets 


The check list now being used 
at Charlotte merely requires each 
retailer to indicate the products 
that he carries. Once tabulated it 
would show for each county the 
number of outlets for a particular 
product, and the various kinds of 
retailers handling that product. 

Meanwhile, the bureau is con- 
tinuing to test 1940-type dollar 
sales value questions on other 
Charlotte retailers. If it proves 
possible to continue this form of 
question for large stores, the bu- 
reau might be in a position to re- 
port dollar sales totals for each 
major commodity by regional and 
national totals as a supplement to 
the check list data. 

While the check list does not 
indicate sales volume, it serves an 
important marketing objective by 
highlighting outlet information for 
major commodities. For example, 
11 would show the various prod- 
ts sold through filling stations 
each county, or conversely, the 
pe of retailer in each county 
selling tires or washing machines. 


t 


The Census Bureau is hoping | 


‘at Congress will authorize a 
usiness Census early next year, 
Covering 1948. If it is unable to 


ir Rules Committee Chairman | 


Leo Allen (R., Ill.) however, the 
2nsus will have to wait until 
early in 1950. 


Xerr Joins Weir 


Richard Kerr, formerly with 


Cecil & Presbrey, New York, has 
J ined Walter Weir, Inc., New 
‘ork, as copywriter. 


Five Appoint Standard 

Standard Advertising Agency, 
Seattle, has been appointed to 
handle the advertising of Holly- 
wood Farms, Inc.; Lasley Knitting 
Company; Mountain Meadow 
Nursery; Seattle Sports Activity, 
Inc., and Kaddy-King, Inc. 


A&P Explains Prices 


The Great Atlantic & Pacific 
Tea Company, New York, ran an 
institutional advertisement in 2,000 
newspapers explaining why its 
food prices are lower. Paris & 
Peart, New York, is the agency. 


Dormeyer Maps Drive 
Dormeyer Corporation, Chicago, 
through John W. Shaw Advertis- 
ing, Chicago, will introduce its 
new Power Chief mixer in a full- 
color spread in the March 20 is- 


Rare he ea 
hae etcamee ; 
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sue of The Saturday Evening Post. 
Monthly full-page, full-color fol- 
low-through ads will appear in 
Ladies’ Home Journal and The 
Saturday Evening Post. 


Promotes New Iron 


Renfrew Electric & Refrigerator 
Company, Renfrew, Ont., is using 
two-color half-page ads in general 
magazines in Canada from Feb- 
ruary to July to promote its new 
Canadian Beauty Featherlite auto- 
matic iron. Allan R. Sills & Co., 
Toronto, is the agency. 


Don Gussow Moves 


Don Gussow Publications, Inc., 
New York, publisher of Candy 
Industry, Photo Industry, Bottling 


Industry and Tobacco Record, has | 
moved to larger quarters at 107 


W. 43rd St. 


11 


WESLEY BOWMA 


HIGAN AVE * CHICAGO 


360 NORTH MIC 


910 KC 
1000 WATTS 


CBS AFFILIATE 


DAY 
500 WATTS NIGHT 


records were set. 


WGBI... 


FRANK MEGARGEE, President 


Here's a fact that every wise advertiser should know: Mr. 
Hooper puts WGBI right up at the top of all CBS stations studied . . . 
morning, afternoon, and evening. His Station Listening Index gives 
WGBI a big 49.8 in the morning . . . an even better 59.8 in the afternoon 
... and (one for the books) a 70.9 for the evening! To make it more 


impressive, the “Sets-in-Use” figure was exceptionally high when these 


Next time you're worried about your sales curve, remember the 
629,581 consumers who make up the nation’s 19th market... Scranton— 
Wilkes-Barre. Your sales message will reach them (and sell them) on 
morning, afternoon, or evening. Ask your John Blair man 


about it. He'll be glad to tell you about today’s availabilities. 


(Figures from Hooper Station Listening Index—Jan.-Feb, 1947) 
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jee. 1337), 330 W. 42nd St., New 
, D. C. (Re. 7659). 

{ tral 7354). G. 

RUNS, vice-presidents. C. B. G 
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Steel Yields to No One 


By this time, it must be evident 
to everyone—with the possible ex- 
ception of some of the top policy- 
makers in one or two of America’s 
largest steel producing companies 
—that the recently announced in- 
crease in the price of steel will 
not win any awards for effective 
public relations. 

Actually, the recent actions of 
Big Steel in breaking the wage 
line and now in raising prices, 
might very easily have been 
viewed, if they had occurred in 
other spots, as Machievellian plot- 
ting instigated by J. Stalin & As- 
sociates for the express purpose 
of putting American business in 
the doghouse. 

Whatever the facts with regard 
to the steel price increase may be, 


the public (not excluding a good 


many business men and, we under- 


stand, a fairly large number of | 


men who make their living in the 
steel business) has been led to be- 


the industry, to say the least. 

These are some of the things 
the public has been led to believe 
by the steel industry’s recent ac- 
tions. We don’t say they are true. 
It doesn’t make much difference 
whether they are true or not, ac- 
tually, since what counts in this 
instance is what seems to be true. 

The plain fact is that the steel 
industry has done a disservice to 
all business and all industry in the 
United States, and has upset the 
apple cart at precisely the time 
| when the apple cart needed care- 
ful handling so as to survive the 
last few miles of tortuous road 
before it finally reached the rea- 
|sonably safe highway of postwar 
normalcy. 

The steel industry has demon- 
strated a superb ability to manu- 
facture steel. It has also demon- 
strated an equally superb lack of 
| ability to handle its public rela- 
'tions, despite many indications 


2-2 
© 1948 Sun and Times Co. 


“He's in a terrible mood today. 


—Lichty, Chicago Sun and Times 


Either somebody's going to get fired or he's 
going to raise prices.” 


_O, Mme. Tussaud 

A friend of ours in Chicago has 
been considerably perturbed by 
an account of a fashion meeting 
‘in London where Jorgen Guld- 
/mann was showing some Hinds- 
|gaul display mannequins he’d 
| brought from Copenhagen. 
| Reporting on the mannequins, 
the account remarked: “Not only 
|has the anatomy been stylized, but 
/also the color of the skin and the 
/makeup has been changed in a 
| revolutionary way. The color of 
|the skin is pronouncedly paler, 
the eyes peculiarly expressionless 
|yet sensitive, and the eyelashes 


lieve that steel prices were in-|over a long period of years that | Stylized and made of celluloid. The 


creased because (a) there is a 
likelihood that wage rates will be 
increased before very long; (b) 
this is a good time to get more 
money for products which are in 
short supply, and (c) to embarrass 
certain smaller producers who may 
not be able to stand the gaff on 
costs when business gets some- 
what more competitive. 

In addition, the public, again 
not excluding a large segment of 
business, 


that talk of free enterprise and 


open competition in the steel busi- | 


ness is a lot of poppycock, and 
that simultaneous increases of ex- 
actly the same amount by all pro- 
ducers indicate some vague sort 
of working arrangement involving 


has been led to believe | 


| steel makers were greatly con- 
/cerned about public reactions to 
their operations. 

| Personally, we are not greatly 
|concerned about what the steel 
| business, or any other business, 
| does to weaken its standing with 
|the public. That, in a sense, is 
their business. But unfortunately, 
'dumb public relations on the part 
of steel or any other industry do 
not affect merely that industry. In 
every case, and certainly in the 
present steel incident, all business 
and all industry suffer. And all 
business and all industry there- 
fore have a legitimate right to ask 
that all other businesses use their 
brains in setting policies as well 
as in manufacturing products. 


Compensation for Strikes 


We haven’t read Mr. Emerson’s 
charming essay on Compensation 
for many years, but we are be- 
ginning to believe that his theory 
that there is a compensatory ac- 
tion for every act holds true even 
in the graphic arts field. 

The printing and allied busi- 
nesses have had more strikes and 
threats of strikes within the past 
two or three years than ever be- 
fore. They have been annoying 
and worse to those caught in them, 
including ADVERTISING AGE. 

But they are having a good ef- 
fect, too. There can be no doubt 
that there is greater activity and 
more inventive purpose at work 
in the printing field now than at 
any time in the past 40 years. 


Wherever one goes one stumbles 
across new processes and new ex- 
periments in the field of typeset- 
ting, engraving, printing, inks, pa- 
per making. 

Many of these experiments, like 
all experiments in all fields, will 
ultimately be abandoned as value- 
less. But there can be no ques- 
tion that one result of the wave of 
labor unrest in the graphic arts 
field will be a considerable in- 
crease in machine and operational 
efficiency within the next decade, 
induced very largely by strikes. 

It is not at all impossible that 
the strike weapon, if carried too 
far, may help the typographic 
unions win the current battle but 
ultimately lose the war. 


|smart wigs, made of horse-tail 


hair, are removable, and include | 


platinum blondes, which are so 
rare in the mannequin world, for 
their hair-does can only be made 
of the tail-hairs of white horses, 
and of such there are apparently 
very few. . .” 

This is the sort of thing that 
leaves us expressionless yet sensi- 
tive, and it looks as if you can 
put down white horses’ tail-hair 


tight qualities; that Rhinelander 
papers are used to mount color 
transparencies, and that Rhine- 
lander papers help bring hams to 
your table in prime .condition. 
The presentation isn’t preten- 
| tious; it is factual, brisk and read- 
perp elighdes the possible exception 
|of two sentences which say: “Its 
| successor, the View Master, gives 
| pictures full color and three di- 
mensional fidelity. Color trans- 
parencies are mounted on discs of 
Rhinelander paper—a remarkable 
functional sheet of multi-ply lam- 
ination, coated for heat sealing.” 


Name It 
The veterans in the advertising 
class at Kingsbridge Hospital, 


| Bronx, N. Y., have been working 
on a campaign project for a 
soluble instant tea. Recently some 
iof the suggested names for the 
hypothetical product were shown 
to the Advertising Women of New 
York, and the club gals were 
,asked to check their choice. Among 
| the names: 

| Sol-u-t, Instan-T, Zippy-sip-T, 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 1], 


No. 3008. Outlook for the 1948 
Railway Market. 

Simmons-Boardman Publishing 
Corporation has issued this 20- 
page booklet, which reviews cur- 
rent developments in railway 
traffic and earnings pointing to 
record buying during 1948. It de- 
scribes developments in motive 
power, cars, communications, 
track and structures, etc. 


No. 3009. O., Market 
Data. 

A new compilation of market 
data is offered in this file folder, 
issued by the Canton Repository. 
Canton as a test market is dis- 
cussed and a map of the ABC re- 
tail trading area is provided, along 
with information on rates and 
merchandising helps. 


No. 3010. As Goes Agriculture 
. . . So Goes Your Business. 
Farm Journal has issued this 
brochure, which emphasizes the 
importance of agriculture to labor 
and industry in maintaining pros- 
perity through employment and 
production at a fair price. It deals 
with the relation of farm income 
to national income and _ factory 
payrolls and discusses farm prob- 
lems and progress. 


No. 3011. Data on the Tung Oil 
Industry. 

This file folder, issued by Tung 
World, presents a history and de- 
|scription of the tung oil industry, 
|with figures showing the equip- 
'ment needs of growers, millers 
|and users. 


No. 3007. Measuring the World’s 
Biggest Farmer. 

| 1945 Census of Agriculture fig- 
ures form the basis of this study 
issued by Wallaces’ Farmer & 
Iowa Homestead. Data on sub- 
scribers’ income, production, etc., 
were compiled by Census staff 
'members. The analysis covered 
| 1,532 subscribers representing an 
accurate cross-section of the pub- 
|lication’s entire list in Iowa, and 
the names were matched with 


Canton, 


for platinum blonde mannequins |Celari-T, Spot-a-tea, Thrift-tea, | census records of the same farms. 


as a shortage causing as grave a 
dislocation economically as ana- 
tomically. 


Hidden Element 

One abiding memory from the 
war will be the recollection of pic- 
tures of machines of war in ads 
paid for by a maker of cotter keys 
or widgets. The infinitesimal con- 


tribution of some of the adver-| 


tised items to the operation of the 
machine, like a P-38, never seemed 
to slow the advertiser. ‘Widgets 
have gone to war,” and painfully 
similar stories were told and re- 
told, in bleed pages. 

But one of advertising’s con- 
tinuing problems seems to be tell- 
ing the story of the hidden ele- 
ment, the items of which the con- 
sumer is unconscious, but which 
are nevertheless important points 
in the basic sales story of the 
product. 

An interesting effort is that of 
Rhinelander Paper Company, 
which uses single-column space in 
Time to tell how it assisted in 
getting staple groceries out of the 
bulk and into packages with its 
G&G Task papers (G&G stands 
for glassine & greaseproof); that 
a new food product is using its 
_ bags because of their moisture- 


| Quickee-tea, Tea-Time, Tast-Tea, 
‘and Haste-tea. 


| 
Under Cover 

Douglas Leigh is a young man 
who sells large things. Among 
| them, airships which carry brands 
_and slogans. 
| blimp sponsored for pre-Christmas 
|sales by Simmons electronic blan- 


/promotion for new business. 


Leigh sent blankets to 75 na-| 
tional advertisers, generally to a) 


man on the management level but 
primarily concerned with adver- 
tising. With the blanket went a 
poem from Leigh, 
which follows: 

“Now I lay me down to sleep 

But spend an hour counting sheep 


And pondering our sales posi- 
tion— 

How to outsmart the competi- 
ie 


That advertising cruising yonder 
Like this blanket that I’m under 
Covers every kind of people 

Stands out like a gilded steeple... 


This thing is worth investigation 

No doubt it fits our operation 

It sure would put us in the news— 

I cannot see how we could lose. 
I'LL WRITE ’EM.” 


Leigh, who had a/| 


a sample of | 


'No. 2940. NIAA Report for In- 
dustrial Equipment News. 
Forty-eight items of factual 
‘media information, presented in 
the form requested by the Na- 
'tional Industrial Advertisers As- 
sociation, are put together in this 
folder, issued by Industrial Equip- 
ment News. 


No. 2937. Third Quinquennial 
Survey of the Detroit Market. 
Maps and graphs simplify «1¢ 
_presentation of 48 pages of figures 
in this Detroit News market :e- 
port, which covers populati: 1, 
shopping habits, ownership ad 
|plans to buy, newspaper covera 2é 
and a lot of supplementary data 


No. 2984. Inquiries — Their Ccre 
and Handling for Industr a 
Advertisers. 


Putman Publishing Compa:y, 
publisher of Chemical Processi\9 
Preview and Food Processing P’°- 
view, discusses, in this book! 
numerous questions relating “ 
the handling of inquiries, such 
“Should inquiries be sent to sal 
men immediately?”; “How qual: 
‘inquiries for follow-up?”; “Do ir \- 
portant industrial men inquire 
etc. 


kets, promptly thought of a slick | 


f 


T. W. 


SR Sepa od cia i iy inhale heme ean tan ei eae. Lm MN fe ce me od SM a gO | cag ae! oR i i ge ete nT. | al ener ae 
PER SS ete Aan TR Cin OO Ne A <n TOG. NI. , Sener 
Su eg meat ilies ae ; : cere oe ee a mee acta Vee = ee i * ean oe a = — 7 af ae ee oi “tig Sel = Pee, 4 ¥ * ee : 
12 Advertising Age, March 1, 1949 
: ay T oa scant 
; . « ££ #t. Of ~*~ : La LE 
’ cor. = “Kor: 4 = ons 
’ es ae FLA LO ee ‘ Se 
\ @* ay Solots aes oo - Sse 
. _* eo : rie ‘4 pe a 7 te we oy a ae 
| : a8 
» : A~7} N Shes 
- ° mJ _ — seteteteses 
> hms —_ > | ous 
: “4 bs ef ; Res 
| Ay Masa ae Bie : a 
Pe PT at / aa : - 
: NSE. SESE Be 5? EES SLY Fo eh, ST ——— ras ’ N) See 
¥ t'.. dae oS t ) su 
FS erg! iv es ae q 4, 8 
all +. de = = “4 SSS 
| a is 1 Boars - 
*¥ >» Ba - NG - fo Reet CS fee 
~~ a pea | ce 
s Pe ate Ae es 
i y f ; > r See 8 Del . 2 WZ ~- Sa 
gee to [OSE aii fee Qe y ~ | Hue 
Mae: Ra Ber Re fetes <, Seek 
Sh oe => ‘ 4 Pek ta eae Ss 
| Be ESN _ 
ee ~ / — : LY (oes ¥o% wa Bae 
Sa Be 
$s . 2 \) Rat 7 ee Sete 
q Bs SET at eR See eae ¢ Ween i ue See 
— Se Be Bit BR SE Re es ae a ¢ (en eae 
Martens) Deo ee. gSits C2 Se ae seretecetee 
RR Beier | fae ae = eae | Ee 
i e oS So. ; | ee 
G i * Beats r 8 
beeccoos ro —i—i(‘—~S~sS™S~—~sSY . 
B ih Pe ee £3 hj _ y sot Sone 
~ : ges 7 y ve siete 
tis d YA wl iy 6. if XG | 3 Ss 
« Pee eas _ ssl Bee eee, OT ae tele & DLO 8 
a —T ie 


ture 
Less. 
this 

the 
bor 
ros- 
and 
eals 
ome 
tory 
rob- 


Oil 


‘ung 


1 ET i? Lilli 5 pine Li 
ij Stee; Oe eee 


DON’T TRY TO 
COURT SALES WITH 
OUT-OF-DATE “FIGURES !” 


Be sure you have today’s 
facts and figures on Philadelphia... 
America’s 3rd Market ! 


If you are trying to win bigger volume in 
Philadelphia, make sure you have the latest 
marketing data. You will find THE INQUIRER 


leading in advertising... out front in productivity! 
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NOW OUT FRONT 
IN NATIONAL ADVERTISING 


In 1947, THE INQUIRER assumed first place in 
national advertising in Philadelphia; today is 
ahead on both a 6 DAY and 7 DAY basis! 
e 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL 
ADVERTISING LEADERSHIP IN PHILADELPHIA 


— 
PS alow 


ars. 


Che Philadelphia Pnguirer 


Exclusive Advertising Representatives 
T. W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 
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Transparent Plastic 
Presentation Books, 
Folders, Envelopes, 


Holders, Covers,Cases ” 
Ask Your Stationer for our Catalog 


JOSHUA MEIER CO., Inc. 


PD. Box 242 Cooper Station, New York 3, N.Y. 


To Jordan & Lo Buono 


Westlake Camera Exchange, Los 
Angeles, has named Jordan & Lo 
Buono, Advertising, Los Angeles, 
to handle its advertising and sales 
promotion. Local newspapers, 
radio and national photographic 
Magazines will be used. 


Gour Sunday 
Ticeah . .. 


When you throw your “Sunday 
Punch” at MILK PLANT MONTH- 
LY readers . . . you’re skimming the 
cream from the fabulous $7 Billion 
Dairy Industries Market. MILK PLANT 
MONTHLY will help you cash in on this 
rich field. Write today for market data 
regarding your product or service. 


ABC Audited Since 1929 


@ Milk Plant Monthly {:- 


327 SOUTH LA SALLE STREET, CHICAGO 4 


Ad Costs Hold Interest 
of Field, Survey Shows 


(Continued from Page 1) 


protection in radio (AA, Feb. 23), 
although they recognize the diffi- 
culty of a long-term guarantee in 
present times. “Increasing costs 
and present uncertain economic 
conditions may not make it feas- 
ible for some broadcasters to con- 
tinue to allow a year’s rate protec- 
tion, but [it] recommends to broad- 
casters the fundamental soundness 
of this policy and expresses the 
hope that those who feel not in 
position to do so temporarily will 
want to restore the customary 
year’s rate protection as soon as 
possible as an aid in developing 
the medium.” 

The dilemma of the individual 
advertiser is clearly expressed in 
the case of Mullins Mfg. Corpora- 
tion, Warren, O. Marshall Adams, 
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SEE YOUR CHRYSLER-PLYMOUTH DEALER 


We take great pleasure in having been selected 
by McCann-Erickson, Inc. to reproduce this powerful 
outdoor poster for their client, the Chrysler Corpo- 


ration. 


Eighty printings were required to faithfully re- 
produce the wide range of color values used so 
expertly by the artist J. Clymer in his original painting. 

You will see this poster on the boards during 
March carrying the names of Chrysler and Plymouth 
dealers in your neighborhood. Over two thousand 
type changes were required in the imprint space to 
complete this huge nationwide outdoor promotion. 
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advertising and sales promotion 
manager and ANA director, finds 
that while a 16.8% increase in 
budget was necessary to buy the 
same circulation bought in 1942, 
in order to buy the increased 
circulation and protect the com- 
pany’s investment in the media, 
an increase of 35.8% in budget 
was necessary. Including produc- 
tion costs, the company found it 
costs 33.6% more now to*use the 
same space in the same magazines 
used in 1945. As compared with 
1942, the increase is 39.1%. 


Advertisers Hedging 


And what is the attitude of 
other advertisers toward higher 
costs? Advertisers are hedging, 
not only in answers to the ques- 
tion but in media buying as well. 

The rough rule-of-thumb on 
advertisers’ attitudes seems to be: 
Where products and divisions are 
few, advertisers are relatively com- 
placent; where an appropriation 
must be divided and subdivided 


to cover many products and 
brands, advertisers are vitally 
concerned. 


Procter & Gamble Company, for 
the past five years the largest ad- 
vertiser in the U. S., noted cau- 
tiously that “we continually watch 
advertising costs on each leading 
medium very closely, and analyze 
them on a cost-per-thousand basis. 
We have no comment on compari- 
son of specific media.” 

Ben Donaldson, advertising 
manager of Ford Motor Company 
and chairman of the ANA’s maga- 
zine committee, said he did not 
feel that ‘“‘Ford should go on rec- 
ord relative to the questions you 
pose,” and suggested that ANA is 


conversant with the reactions of 
| major advertisers to cost. 


Rates Only 1 Aspect 


| The vice-president of a major 
| food confpany was more specific. 
| National newspaper rates, as com- 
pared with local rates, looked out 
| of line to him; further, he is not 
interested in buying additional 
circulation although he regards 
cost-per-thousand as equally im- 
|portant with over-all cost. Con- 
| tributory costs (talent, production, 
art) are “beginning to be exces- 
| sive.” 
| Conversely, an advertising man- 
|ager of a major industrial com- 
|pany, A. R. Tofte of Allis-Chal- 
mers Mfg. Company, sees increased 
advertising rates as merely an- 
—_ item in a rising spiral of 
| costs. 


“T feel that costs are so intri- 
|cately a part of our inflationary 
| period that they could hardly be 


Advertising Age, March 1, 1948 


handled separately. . . In genera), 
I feel that media costs relatively 
are, if anything, less high than 
other things we are buying today, 
Talent and art possibly are rela- 
tively higher,’ Mr. Tofte com- 
mented. 

Mr. Tofte’s views are substanti- 
ated by ADVERTISING AGE’s study 
of advertising costs in relation to 
other costs (AA, Feb. 9) which 
showed that advertising expenses 
had not kept pace with other 
prices. 


‘Greatest Show on Earth’ 


On the other hand, an advertis- 
ing director who handles a wide 
range of products made by his 
company’s various divisions said 
bluntly that “we find ourself in- 
creasingly in the position of the 
little boy who can see the greatest 
show on earth for $2.25 but only 
has $1.50.” In some cases he must 
ask himself if he “can afford to 
advertise any more,” and he says 
that the gross cost of a publica- 
tion is now frequently more im- 
portant than its page-per-thou- 
sand rate. In his opinion, maga- 
zines and newspapers have been 
“stampeded” by radio, so far as 
circulation is concerned. 

On a recent sales trip, he told 
AA, he sat in on divisional sales 
meetings, and returned “heartsick 
at what we’ve given up in order 
to be in publications.” 

The magazine committee of the 
ANA has been working in ex- 
ploratory fashion with publishers, 
asking them how much farther 
advertising rates and circulations 
will be likely to go in the future, 
trying to get a picture of the next 
year. 


Production Costs Held Too High 


George F. Tilton, advertising 
manager of Anheuser-Busch, St. 
Louis, thinks present costs are too 
high. He is not interested in in- 
creased circulation but he thinks 
cost-per-thousand is as important 
as over-all cost. He thinks con- 
tributory costs, such as talent, art 
and production are excessive. 

The advertising director of a 
national textile company, com- 
manding a multi-million budget, 
took a similar stand. He holds 
that some of the weekly magazines 
have let their page-per-thousand 
rate rise too fast, or “pulled the 
stops,” in his phrase. On the 
whole he thinks advertising costs 
are fair in relation to others, but 
“additional circulation” leaves him 
cold. 

This is based on his feeling that 
page-per-thousand is not a fair 
measure, since he contends that 
not all the thousands are of equal 
value. He believes that “X mil- 
lion is not as valuable as the first 
million.” Production costs are 
spotty, he says; some of them are 
excessive, others fair enough. 


A similar reaction comes from 
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over 500,000. . 


girl 


stand. What a buy! 


. and sales are 
increasing monthly. And you know SPORT 


gets read because circulation is 95% news- 


¢! SPORT is delivering 
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BETTY LOVES BOB 
_ (But not Bill) 
Bob uses DIAL, the new deodorant soap 
that keeps you fresh ‘round the clock! 


DIAL smells 
-and, so will ba 


DIAL DEODORANT SOAP =. 2.54 the long-lesting ber et your druggist 


© 1948, Armour Toiletries, Chicago, Iino 


DEODORANT SOAP—Armour & Co.'s 
soap division is running small-space 
ads, like the above in Chicago, for 
brand new Dial deodorant soap, be- 
lieved the first of its kind. Foote, 
Cone & Belding is the agency. 


L. W. Dasbach, advertising man- 
ager of Sherwin - Williams Com- 
pany, Cleveland. Mr. Dasbach 
says flatly that “advertising costs 
of all types are much too high,” 
although he selects no particular 
medium as being out of line. Ad- 
ditional circulation interests him 
little, and he says “we are more 
concerned with over-all costs than 
anything else.” He believes con- 
tributory costs are too high. 

At the same time, a National In- 
dustrial Conference Board report 
issued in mid-February said a sur- 
vey of its members showed: 

“The prevailing attitude is that 
either advertising costs must be 
stabilized or companies will find 
it necessary to pare their pro- 
grams. For the time being, in- 
creased sales have made it pos- 
sible for most companies to in- 
crease their appropriations and 
maintain the same amount of 
coverage. .. A few companies feel 
that increased circulation of their 
major media is offsetting rising 
costs, but an equal number of 
companies think that some media 
are not only losing their audience 
but, because of the volume of 


their advertising, are losing their | 


effectiveness.” 
Many Measures Taken 


Among the measures being 
taken by the member companies 
are, according to the report: “Me- 


dia lists are being scanned and 


weak or secondary media are be- 
ing dropped. Many companies are 
adopting the practice of re-run- 
ning their best advertisements of 
recent years. In addition, new 
copy and layouts prepared in 1948 
will be used more than once.” 

Other measures include cutting 
the number or frequency of in- 
sertions, less liberal use of color, 
dropping bleed pages, and stan- 
dardizing size of engravings and 
space requirements—and drop- 
ping magazines with unusual me- 
chanical format. Companies which 
use direct mail heavily, the report 
said, are trimming their lists and 
using small-town printers to avoid 
the high prices current in large 
cities, 

The report found that NICB 


members expect to spend about) 


2.2%, on an average, of their sales 
dollar for advertising, with pri- 
mary producers and metal manu- 
acturers averaging only 1.1% and 
16%, respectively. 
Sudgets averaged 88% for media, 
agency fees, talent, art work, and 
related costs, and only 12% 


vertising department. About one- 
‘fourth of NICB’s members do lit- 
le or no advertising. 


loins Publication 
Ralph B. Fritsch, formerly with 
arney 
milling machine 


in New York. 


Sears Returning 
to Encyclopaedias 
with ‘American’ 


Cuicaco—Sears, Roebuck & Co. 
has begun advertising its new 
American People’s Encyclopaedia, 
although only four of the 20 vol- 
umes have come off the presses. 

Sears’ 22 stores in the Chicago 
area used an opening 80-line ad in 
the Chicago Tribune Feb. 22 to 
boost sales of the encyclopaedia, 
a product of the Sears organiza- 
tion. The encyclopaedia was first 
offered in the spring catalog in 
January. The ads will offer the 
set at 10% under its regular $71.55 
retail and mail order price until 
July 1, as an introductory. 

Other Sears stores will adver- 


cities as more volumes and sets 


tise the 20-volume set in other) 
| 1939. 


become available. The 10% in- 
troductory reduction will also be 
used in other cities. All 20 vol- 
umes are expected to be available 
by mid-summer. 

American People’s Encyclo- 
paedia marks a return of Sears to 
the encyclopaedia business. It 
was publisher and owner of En- 
cyclopaedia Britannica for many 
years before selling Britannica to 
William Benton, then vice-presi- 
dent of the University of Chicago. 


Advances Robert Myers 


Robert C. Myers has_ been 
named manager of the market de- 
velopment division of Carnegie- 
Illinois Steel Corporation, Pitts- 
burgh, succeeding R. J. Ritchey, 
who has been appointed director 
of the new market development 
division of United States Steel 
Corporation of Delaware. Mr. 
Myers joined the company in 
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For more Durable and Brilliant 
Us Outdoor Advertising... 


e Outdoor Adver- 
tising Bulletin 
Colors 


e Ronamel 
Speed Finish 


«Gloss Process 
Screen Enamel 


e Flat Screen 


Process RONAMEL for lasting backgrounds: 


«Superfine Oil RON-KOTE Bulletin Colors for. clean cut lettering. 


Colors Write today for color cards and results 
+ Superfine of comparative exposure tests. 
Japan Colors 


_ 420 Lexington Avenue 
New York 17, New York 


T. J. RONAN CO. INC. 


e Master Color Grinders to the Advertising Arts for more than half a century 


| 
| 
| 
| 
| 


| 


5000 WATTS * 


980 KC 


| AMERICAN 


Advertising | 


Coming Soon! 


for 
Overhead and salary of the ad-| 


WSIX — FM « 


Represented Nationally By 
THE KATZ AGENCY, INC. 


& Trecker Corporation, 

manufacturer; | 
1@s joined the advertising staff of | 
Form Implement News, Chicago. | 
will cover the eastern sea- 
SXoard, making his headquarters 


WSIX does the job | 


Sales results are usually the final 
proof of correct media selection. 
So it's natural that one leading 
packer would renew a strip of 
quarter-hour shows on WSIX, only 
if sales justified it. And one lead- 
ing meat packer has used WSIX 
for effective coverage and sales in 
Nashville's 51-county retail trade 
area for over nine years. And 
dozens of other national, regional 
and local advertisers have been 
counting on WSIX year after year. 
That's proof enough that WSIX 
does the job! 


TENNESSEE 


nui uly TT FR . - 


nit 
HHHHE 
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WSIX gives you all three: Market, Coverage, Economy 
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James McGraw Sr. 


Dies; Eulogized 
by Publishers 


Founded McGraw-Hill, 
Many Business Papers; 
Retired in 1935 


New York — Funeral services 
for James H. McGraw Sr., 87, who 
died Feb. 21 in San Francisco 
after a lengthy illness, were held 
here Thursday at Central Pres- 
byterian Church. The _ pioneer 
business paper publisher retired 
in 1935 as chairman of the board 
of McGraw-Hill Publishing Com- 
pany, the organization he began 
when he left teaching to become 
a subscription salesman in 1884. 

Expressions of regret—many of 


|them from business paper pub-) more efficient industrial methods. 
\lishers who served their appren- | He helped to raise the standard of 


| ticeship under Mr. 
|poured in to his family. 


“He was a great man in every 


McGraw— | living of the common people of 


the world. His name will live as 
long as business papers continue 


| sense. The world, his friends and|to serve advancing civilization,” 
publishing are losers,”’. said|said Floyd S. Chalmers, execu- 
Thomas H. Beck, chairman, Cro-|tive vice-president, MacLean- 


Technical Publishing Company. 


“ 


complished much in his life. 


try in this country. 


ing Company, wrote. 


Many Other Testimonials 


widely accepted. 


well-Collier Publishing Company. 

“He did more than any other 
man to build the business press,” 
wrote Kingsley L. Rice, president, 


. .. A great person and ac- 
He, 
with Mr. Curtis, was one of the 
pioneers of the publishing indus- 
. .”’ Walter D. | 
Fuller, president, Curtis Publish-| field.” 


“He builded well on solid edi- | 
torial foundations and established 
standards in circulation and ad- 
vertising practice that have been 
No one can 
measure the greatness of his in- 
fluence for good by promoting 


Hunter Publishing Company. 


to the business paper field can 
never be repaid,’ wrote Joseph S. 
Hildreth, chairman of the Chilton 
Company. “His leadership in de- 
manding highest standards of edi- 
torial excellence and circulation 
integrity has been of immeasur- 
able value to all of us in this 


| Other messages were received 
‘from Mrs. Ogden Reid, president, 
aoe York Herald Tribune; Mar- 
shall Haywood Jr., Haywood Pub- 
lishing Company; G. D. Crain Jr., 
president, Advertising Publica- 
tions; Samuel O. Dunn, president, 
Simmons - Boardman Publishing 
Corporation; E. B. Terhune, vice- 
president, Chilton Company; 


MONSEN-CHICAGO 


provides a Type Manual 


that eliminates ALL guesswork 


© Clear, concise presentation of type 


makes it easy to select face best 


suited to your job. 
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EAST 


@ Convenient scale at top of each page 


helps you figure type sizes. 


tunity for flexibility in ad planning. 


Monsen- E hice! 


ILLINOIS STREET 


¢ More than 500 type styles give oppor- 


e Write today! Learn how every adman 


can be entitled to this valuable manual. 


—> 


~ Seale Spi Angeles « 928 sovrn ricueroa srrets 


“His magnificent contributions | 


Frederick S. Sly, Watson-Guptill 
Publications, and many more. 


Giant Among Publishers 


James Herbert McGraw, who 
|founded the McGraw-Hill Pub- 
lishing Company, was a giant 
among business publishers and 
was responsible for the establish- 
ment of many of the policies 
which have carried the business 
press to new levels of editorial 
service and advertising value. 

Starting life as a teacher, he 
turned to publishing in 1884, and 
for the next 51 years, up to his 
retirement in 1935, he devoted 
his vast energies and creative tal- 
ents to building the largest busi- 
ness publishing house in the 
world. 


of Engineering, in which he re- 
viewed his beginnings in the in- 
dustrial publishing field and ad- 
mitted that he would have pre- 
ferred to remain in the teaching 
profession. 

“T was fearful,” he said, “that 
I did not have sufficient education 
to become a tedcher of the first 
rank, and so business became my 
goal. I think it is only fair to say 
at this juncture that after all these 
years, I believe I would have 
loved teaching better than pub- 
lishing.” 


Always a Teacher 


Actually, however, Mr. McGraw 
brought to publishing the ideals 
of the teacher, and developed 
business information services 
which were primarily educational 
and helpful to all who were striv- 
ing to make progress. Conse- 
quently when Advertising Pub- 
lications, Inc., published a life of 
Mr. McGraw and an estimate of 
his work in 1944, it was entitled, 
“Teacher of Business.” 

Mr. McGraw was born at 
Panama, Chautauqua county, New 
York, on Dec. 17, 1860. He taught 
at a district school and after his 
| graduation from high school was 
appointed principal of the school 
in which he had taught. He served | 
there for one year. He began 
| writing for a monthly publication 
and selling subscriptions on com- 
| mission, and from this introduc- 
‘tion to publishing went to New 
York in 1885 and joined the 
|American Railway Publishing 
_Company, which had been started 
by a former high school principal, 
selling subscriptions and adver- 
tising on commission. 


Life Insurance Helps 


The company got into financial 
| difficulties, and Mr. McGraw bor- 
rowed money on a life insurance 
policy in order to contribute to 
‘its funds. He became vice-presi- 
dent of the company, which soon | 
began to make money. Later it 


split on a question of editorial | 
policy and Mr. McGraw became | 
the owner and publisher of Street | 
Journal and started a| 
activities. | 


Railway 
rapid expansion of 
Electrical World was added, and | 
‘in 1901 the company acquired | 
Engineering Record. It established 


Chemical and Metallurgical Engi- | 


In 1929 Mr. McGraw presented | 
a lecture at the Princeton School | 


James H. McGraw Sr. 


neering and Electrical Merchan- 
dising a little later on. 

John A. Hill, another great fig- 
ure of the early days of business 
publishing, died in 1916, and the 
Hill Publishing Company was 
merged with the McGraw Publish- 
ing Company to form McGraw- 
Hill, which thus acquired Ameri- 
can Machinist, Power, Coal Age, 
Engineering and Mining Journal 
and Engineering News, which was 
merged with Engineering Record. 


Acquires Other Properties 


The expansion of the company 
since that time has been steady, 
both in volume of business and 
number of publications. In 1909 
Mr. McGraw organized the Mc- 
Graw-Hill Book Company, which 
is the largest publisher of scien- 
tific and business books in the 
country, in addition to having de- 
veloped interest in more general 
titles. The company purchased 
the Magazine of Business and 
Factory from the A. W. Shaw 
Company in 1928. The former was 
succeeded by Business Week. 

In 1929 Mr. McGraw received 
the degree of Doctor of Commer- 
cial Science from the College of 
the City of New York, which 
honored him with the degree as 
“an educator transformed _ into 
publisher, who has never ceased 
to be an educator.” In 1927 he 
received the Bok gold medal, pre- 
sented as the Harvard Advertising 
Award, “for distinguished per- 
gonal service rendered American 
commerce and industry through 
raising the standards of adver- 
tising.”” He served as president 
of the Associated Business Papers 
and received many distinctions 
from the numerous technical or- 
| ganizations in which he was ac- 
‘tive. 

He retired as chairman of the 
beard of McGraw-Hill in 1935, 
and since that time had lived in 
Saratoga, Cal. 


YOUR DESIGN — ON NECK-TIES! 


A DRAMATIC “PUNCH” FOR YOUR 
CONVENTIONS, SALES MEETINGS, 
MERCHANDISING PROGRAMS. 
sign silk-sereened on proud-to-be-worn 

Complete service. 


Your des 

| ties. 

Send rough sketch of your design and quanti'y 

desired for quotation. 

The Esgey Company 

120 S. La Salle Street 
Dearborn 6274 
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tn the SPO 


. Mercantile giants as well as indus- 
trial giants recognize Spokane and In- 
land Empire as a market of unlimited 
opportunity. 


September 5, 1947, the Allied 


pre- Stores, Inc., one of the nation’s largest 
ising 
per- 
rican 
‘ough 
iver- 
ident 
apers 
‘tions 
1 or- 
$ ac- 


department store units, opened a great 
new department store in Spokane, the 
BON MARCHE, with Frank T. Hill as 


manager. The new store comprises 


136 specialty shops, covers 150,000 
square feet of floor space and has 400 
employees. 
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Already Spokane was being served 
by outstanding stores and shops. Of- 
ficials of the Allied Stores chose Spo- 
kans as a locale only after thorough 
investigation of the city and its trading 
zone. Summarizing the reasons for 
Spokane’s selection, Frederick E. 
Baker, business consultant for the Al- 
lied Stores, Inc., stated: 


**The Inland Empire market is the most 
dramatic in the nation. 


*That’s why we’re spending millions to 
bring Spokane this great new retail outlet. 


“You can count your population at vir- 
tually 800,000. In 1940 the Spokane mar- 
ket population was figured at 747,100, last 
year at 795,300, a gain of 11 per cent. 


“But in the same six years your retail 
sales trebled, growing from $211,804,000 
to $646.818,000—an increase of 205 per 


cent. 


“In 1946 the per capita income for the 
city of Spokane was $1,869 which is 91 per 
cent above the national average of $977. 


+ 


a 


As one of many distinctive touches 
in Spokane’s new department store, 
the Bon Marche, operators of the 
store’s elevators are “‘red-heads.” 
Pictures of the ten on duty after the 
store opened its doors in the fall of 
1947, are presented herewith. As 
Grif Alexander, newspaper poet, ex- 
pressed it: 


“When nature to Adam & Sons paid 
her debts 

In trade with sweet blondes and with 
sparkling brunettes 

She tied up her parcels with strings 
of white pearls 

And threw in for lagnappe the red- 
headed girls. 

The red-headed girls as a joyous 
surprise! 

The red-headed girls with their 
laughing blue eyes! . 

With their cheeks red as roses and ; 
teeth white as pearls— 

Thank the Lord for a glimpse of the 

red-headed girls.” 
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The BON MARCHE. 
store, ready to serve a fast growing Spokane 
and Inland Empire. 


Spokane’s newest department 


This puts Spokane in fourth place among 
all cities of more than 100,000.” 


A highly effective way by which 
you can cash in on conditions that have 


attracted the industrial giants and mer- 

‘antile giants to the Spokane area is to 
advertise in Spokane’s two great daily 
newspapers. 


SPOKANE, WASHINGTON 


~ COMBINED DAILY CIRCULATION OVER 150,000 -- 81.84% 


UNduplicated, Pol 


Adversieing ve SpE MEN John B Woodward, Inc., New York, c uhicage, Detroit, Loa Angeles, San Francisco. 
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Named PR Consultant 


Bessie Galbraith, former copy- 
writer at H. W. Kastor & Sons 


Advertising Company, Chicago, 
has been named public relations 
consultant in Mexico City, where 
she has established offices, to the 
Camara Nacional De Electricidad. 
Prior to her affiliation with Kas- 
tor, Miss Galbraith was with Ben- 
ton & Bowles and N. W. Ayer & 
Son. 


*Direct Image Offsete 


No. 6 


MULTIGRAPH IMPRINTING 


The Multigraph Process is particu- 
larly well adapted to imprinting from 
set Display type, rubber plates or 
curved electros. Recause they may be 
hand fed, such imprint jobs as pre- 
printed blotters, booklets, catalogs, 
pamphlets (up to about %” thick) 
and other pieces with sufficient rigid- 


Wharen Promoted 


Harry S. Wharen, former as- 
sociate editor of American Ma- 
chinist, has been appointed editor 
of the McGraw-Hill Digest. Mr. 
Wharen has been with McGraw- 
Hill for the past two years. Prior 
to that he was with the Autocar 
Company. - 


To Liquor Publications 

W. T. (Shorty) Long, former 
advertising manager of Esquire, 
New York, where he served for 
14 years, has been appointed vice- 


Ditto Process 


ity to pass through the machine, are 
within the multigraph capabilities. 
Your letter shop should be equipped 
to handle imprinting problems when 
and if they arise. 


*We're sorry to have missed last 
week's issue. The truth is that we've 
just been too darned busy meeting 
deadlines for our customers to get out 
our own advertising on time, 


Multigraphing 


Next: Multilithing 


WILLIS SERVICES 


Complete Letter-Shop Facilities 
383 W. Hubbard — 3939 W. Madison 
Phones—SUPerior (214 


president of Liquor Publications, 
New York, and publisher of Pack- 
|age Store Management, Spirits, 
Monopoly State Review and the 
“Red Book Directory of the Wine 
& Liquor Trades.” 


Paste-up * Multi-lithing « Mimeographing 


ailing 
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Don’t Make 
Printing Plates from 
Color Films Direct 


While beautiful printing plates 
can be made from a color film 
direct, you never know ahead of 
time just how the final proof 
will look. 


A CHROMART Print made 
from your color film gives art 
director and client something 
definite, something concrete to 
display and okay . . . instead of 
a film transparency to peek 
through. 


After approval this CHROMART 
Print is your artcopy for fine 
platemaking and gives your en- 


graver flat copy he can match 
color-for-color, thus assuring 
finest possible reproduction. 


Also, you get these time- and 
money-saving advantages: A 
CHROMART can be made to 
exact size to fit artwork .. . air- 
brushed, retouched, lettered as 
desired . . . pasted into final art 
with but one set of plates for 
entire page. And plates from 
flat copy cost less than from a 
color film! 


CHROMART Prints are priced 
from $52 to $122. Write! 


Frank Miller Laboratories 
846 WN. Fairfax, Hollywood 46 


America’s oldest colorprint service. 


New Study Shows 
Intra-Store Tele 
Boosts Sales 30% 


New YorkK—Department stores 
can increase store traffic as much 
as 30% and sales as much as 200% 
through use of intra-store tele- 
vision, according to the report on 
a recently completed video sur- 
vey, published here. 

The five-month survey was con- 
ducted for Allied Stores Corpora- 
tion by the Bureau of Retail Re- 
search, New York University. 
Thirteen stores in various sections 
of the country cooperated in the 
test merchandise promotions. 

Intra-store television has two 
functions, according to the report: 
to effect the more widespread 
“showing” of merchandise inside 
the store and to demonstrate vari- 
ous uses of merchandise through- 
out the store. 


List Four Requirements 


Following 5,000 interviews with 
shoppers who had witnessed the 
demonstration, the investigators 
concluded that video showing of- 
fers important advantages in pro- 
moting the sale of merchandise 
which satisfied four requirements: 

1. Has some degree of news 
value; 

2. Satisfies an easily stimulated 
latent need; 

3. Is large enough and definite 


enough in physical outline to be 
peseod perceived on the television 
screen, and 

| 4. Can be displayed and dem- 
onstrated without the require- 
ments of color presentation, scent, 
| weight or touch. 


84% Want Own Video Sets 


| Over 76% of the interviewees 
declared that video in their own 
|homes would make shopping 
easier and 84% said they would 
\like to buy television receivers. 
|Forty-five per cent of the 5,000 
said they would be willing to pay 
'between $100 and $300 for the 
sets. 

Other advantages of intra-store 
video include: higher sales of 
merchandise distant from heav y 
traffic centers; customer approval 
as a method of facilitating shop- 
ping; attracting new customers 
(10% of the augmented store traf- 
fic consisted of new patrons), and 
increasing sales (40% of those at- 
tending the show bought merchan- 


WINNER—An advertisement of Smith-Bridgman, Flint, Mich., department store, 

won a certificate of merit award from the Brand Names Foundation in New York. 

At right, C. A. Addison, president of the Flint Chamber of Commerce, gives 
the award to Thomas M. Pitkethly, president of Smith-Bridgman. 


Cevrifieene of Peri 


purchased on impulse). 

The survey has been published 
at $2.50 by Dr. Lawrence C. Lock- 
ley, Bureau of Retail Research, 
New York University, Washing- 
ton Square 3. 


Newsprint Stocks Up, 
ANPA Reports 


Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association had 41 days’ sup- 
ply of newsprint on hand and in 
transit at the end of January, 1948, 
an increase of five days supply, 
compared with stocks on hand at 
the end of December, 1947. The 
January, 1948, figure compares 
with 36 days’ at the end of Janu- 
ary, 1947; 39 days’ at the end of 
January, 1946, and 54 days’ at the 
end of January, 1945. 

Dailies reporting to the ANPA 
consumed 292,534 tons of news- 
print in January, 1948, compared 
with 266,422 tons in January, 1947, 
and 221,054 tons in January, 1946. 
The total estimated newsprint con- 
sumption in the U. S. for Janu- 
ary, 1948, was 382,397 tons, which 
includes all kinds of uses of news- 
print. 


Appoints Groth 
Harold F. Groth has been ap- 
pointed sales manager of the 


Scotch cellulose tape division in 
St. Paul by the Minnesota Mining 
& Mfg. Company, succeeding J. W. 
Young, who has assumed a similar 
position in the New York terri- 
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And the buying spree in the Philippines has just 
begun. Present buying is at a rate more than double 


The Philippine market is effectively covered by the 
) ’ 


ten Ramon Roces Publications, with a 
readership of over 2,000,000. 
“RAMON re S5& 
M A WN | Ss wr ° P H 


Publishers of THE EVENING NEWS « 
PILIPINO KOMIKS « 
HILIGAYNON + DAIGDIG *« THE WOMAN’S HOME JOURNAL 


A $400 MILLION 
PEARL... 


are 
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nd you don’t have to dive for it! 


The Philippines— Pearl of the Orient—bought 
$400,000,000 worth of American goods in 1946, in 
spite of U. S. production shortages and export lim- 


combined 


! L l Y P | 
LIWAYWAY «+ 


Each of the Ramon Roces Publications blankets a 
particular dialect sector—a specific income group— 
a determined intelligence level. Unequalled in the 
Islands’ publishing picture, this one group of publi- 
cations influences the reading, thinking, and buying 
habits of the best 2 million of the 18 million Filipinos. 


° 

Here is a market ready to be tapped through the 
Ramon Roces Publications. You don’t have to dive 
for this unmatched pearl—just communicate with us. 
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Parfums Corday 
Upheld In Trade 
Mark Conflicts 


New York — Parfums Corday, 
Inc., has been upheld by the 
United States Patent office in its 
contention that two trademarks 
interfered with its perfume, ‘“Tou- 
jours Moi.” 

In a case against Benjamin 


Harris, Corday’s application for 
cancellation of the trademark 
“Toujenais,” used for perfume 


and toilet water, was sustained on 
appeal by Commissioner of Pat- 
ents Lawrence C. Kingsland. Mr. 
Kingsland maintained that the 
two marks involved were so sim- 
ilar in sound that one could be 
easily confused with the other by 
purchasers and sellers who are 
not familiar with the French lan- 
guage. 

The other case was against King 
involving the application of the 
registered trademark ‘Toujours 
Amber” for perfume, cologne, 
toilet water, rouge, lipstick and 
face powder. Examiner of Inter- 
ferences H. H. Kalupy stated that 
“Toujours Amber” would confuse 
the trade since the initial and 
most prominent word, “Toujours,” 
is similar to Corday’s trademark. 

Mr. Kalupy said that even 
though people recognizing the 
French language would know that 
Toujours Amber is the French 
equivalent of the novel title, “For- 
ever Amber,” it is not believed 
that the average purchaser would 
be likely to recognize the English 
meaning. 


Runs Poster Campaign 


National Distillers Corpora- 
tion, New York, is promoting 
Mount Vernon blend whisky on 
approximately 500 24-sheet post- 
ers, about half of them illumi- 
nated. Markets covered include 
New York, Brooklyn, Queens and 
Nassau counties and Long Island, 
Rochester, Miami, Baltimore, Bos- 
ton, Paterson, Passaic, Newark 
and Jersey City. Kudner Agency, 
Inc., New York, handles the ac- 
count. 


Promotes Dane Wear 


Cosmopolitan Mfg. Company, 
Cambridge, Mass., is launching 4 
campaign featuring the nationally 
retailed line of Dane Wear coats 
for men. National consumer and 
|trade publications, together with 
|newspapers and direct mail, wil! 
'be used. The agency is Hirshon- 
| Garfield, Boston. 


| 
| 
| 
| 
| 
| 


Using New Paint Display 
Sherwin - Williams Compan) 
Cleveland, is using a new six- 


product self-service day-lite light- 

/ed fixture as part of a new mer- 
chandising plan. The display fea- 
|tures colors and products that 
| represent 85% of paint sales. 
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Advertising Age, March 1, 1948 


Harvester Tells 
Employes, Public 
About Big Profits 


Cuicaco — International Har- 
vester Company is proud of its 
profitable operation — proud 
enough to publicize its profit rate, 
both in percentage of sales dollar 
and per cent on invested capital. 

Believing that the public inter- 
est in corporate profits is highest 
at the time when annual reports 
are issued, the company has 
adopted an open, straightforward 
policy with regard to its entire 
financial structure. 

In letters to employes and in 
full-page newspaper copy in more 
than a score of cities, the company 
proudly declared that profits for 
fiscal 1947 (ending Oct. 31) to- 
taled 5% cents on the sales dollar, 
or 9.8% on invested capital—a 
total of $48,469,000. 


‘Profits Mean Progress’ 


Emphasizing that the word 
“profit” is derived from a Latin 
root meaning to advance or prog- 
ress, IH pegged its public rela- 
tions drive on the slogan, ‘Profits 
Mean Progress.” 

Last month, in presentations be- 
fore a National Association of 
Manufacturers public relations 
conference in New York, and at 
a meeting of the Chicago Feder- 
ated Advertising Club here, John 
L. McCaffrey, IH president, de- 
scribed the six main elements of 
the drive. 

An employe letter, four weeks 
of institutional radio commercials, 
full-page newspaper ads, dealer 
posters, a 27-minute sound slide 
film and a booklet restating the 
information in the film comprised 
the facets of the campaign. Em- 
ploye groups in plant cities now 
are being shown the film. 


Three-for-One Stock Split 


Shortly after issuing the annual 
report, the board of directors 
recommended a_ three - for - one 
splitup of the common stock, to be 
voted on by stockholders at the 
annual meeting in May. Object 
of the split is to broaden the base 
of stock ownership. About 5,000,- 
000 shares now are held by 42,000 
stockholders, only 400 of whom 
own more than 1,000 shares. 

The company’s foreign opera- 
tions division recently issued a 32- 
page, four-color pictorial brochure 
describing its Mexican opera- 
tions, and International Harves- 
ter’s place in the development of 


the country’s agricultural  re- 
sources. 

NAEA and NRDGA Issue 
Retail Ad Study 


The first of a series of joint pub- 
lications entitled “Retail Advertis- 
ing Fundamentals” has been 
published by the Newspaper 
Advertising Executives Associa- 
tion and the sales promotion divi- 
sion of the National Retail Dry 
Goods Association. The new book 
contains 32 pages, written and il- 
lustrated by 12 newspaper and 
retail executives. It explains the 
job of sales promotion, tells how 
to use linage statistics, shows the 
basie elements of an advertisement 
and discusses the technical phases 
of layout, art, copy and the evalu- 
ation of results. 

The book sells for $2 to NRDGA 
and NABA members and $4 to 
non-members. 


Science Newsletter Bows 


“Science Week,” newsletter of 
Science and industry, has been 
launched by G. W. Stamm, 
founder of Science Digest, who is 
publisher. In addition to sum- 
Marizing the news, the service 
lists science articles selected from 
08 magazines, both general and 
idustrial. George Mann, formerly 
cience editor of ‘World Book En- 
Cyclopedia,” is associated with Mr. 
Stamm in an editorial capacity. 


Offices are located at 612 N. men | 


igan Ave., Chicago. 


Sets Frozen Food Week 


The frozen food industry will 
celebrate “Frozen Food Week” 
March 14-20. The week will be 
celebrated in the East through the 
sponsorship of the Eastern Frosted 
Foods Association. E. W. Williams, 
publisher of Quick Frozen Foods, 
is chairman of the association’s 
Frozen Food Week committee. 


| . 
Times’ Steps Up Index 
Beginning this month the New 
York Times index will be pub- 
lished twice monthly instead of 
monthly. The step up was promp- 
ted by the increasing use of re- 
cent newspaper files for reference 
study, the Times announced. 


Join ‘Junior Bazaar’ 


Peter J. Carr, formerly with 
Popular Publications, and Gordon 
Semerad, formerly with the New 
York World-Telegram, have 
joined the eastern sales staff of 
Junior Bazaar, New York. 


Columbia to Open 
Nation’‘s Largest 
Video Studio Soon 


New York—In April, the Co- 
lumbia Broadcasting System will 
start telecasting in its new studio 
plant, which CBS President Frank 
Stanton has described as the ‘‘na- 
tion’s largest.” 

The new television facilities, an 
enlargement of the old video 
studios in the Grand Central Ter- 
minal building, will house two 
large studios with space for audi- 
ences. The first of these will be 
used for telecasts this spring 
while construction on the rest of 
the building continues. This will 
cost the network “several hundred 
thousand dollars.” 

Mr. Stanton also said CBS will 
increase its television broadcast- 
ing time to 40 hours weekly and 


will be on the air with its New | 
York station seven days a week | 
by June. | 

He further disclosed that Co- | 
lumbia, which has been concen-_| 
trating on sports events since clos- | 
ing its video studio several months 
ago as an economy move, has 
bought some Madison Square Gar- 
den stock. (The amount is esti- 
mated at 3%.) 

CBS is building studios which 
are needed now, the network 
president said, and this construc- 
tion will not conflict with the pro- 
posed television center for the 
city. 


Heads Advisory Group 


Richard W. Darrow, director of 
public relations of the Glenn L. 
Martin Company, Baltimore, has 
been elected chairman of the East 
Coast public relations advisory 
committee of the Aircraft Indus- 
tries Association. 
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Plan Canadian Drive 


“The Work of Mercy Never 
Ends” will be the theme of the 
annual campaign for funds for the 
Canadian Red Cross Society. All 
types of media will be used, with 
the following agencies in charge: 
Cockfield, Brown & Co., MacLaren 
Advertising Company, Russell T. 
Kelley Ltd. and Canadian Adver- 
tising Agency Ltd. 


Schlesinger Changes 


Richard B. Schlesinger has re- 
signed as advertising manager of 
Carson Pirie Scott & Co., Chicago, 
to become sales promotion mana- 
ger of the Emporium, St. Paul. 
Mr. Schlesinger started with Car- 
son Pirie Scott in 1936 and was 


with BBDO, Chicago, from 1944 
to 1946 following his release from 
the armed forces. . 
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WaASHINGTON—Department store 
sales in the second week of Feb- 
ruary were 3% below sales the 
same week of 1947, although no 
lower than in the first week last 
month, Federal Reserve Board fig- 
ures show. 

Last year, store sales held about 
even from early January to the 
end of February except for a 
strong dollar volume climb in the 
second February week. Last 
month, sales the first week were 
indexed (on 1935-39 averages) at 

40 and were at about the same 


Federal Reserve Figures on Department Store Sales 
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Women don’t buy things— 
they buy 
“‘mental pictures” 
of things in use. 


Every month—in 


more than 3,600,000 homes — 
McCall’s does an outstanding 
job of planting in women’s 
minds the ‘‘mental pictures’’ 
that inspire their planning 
and spending. 


McCall’s — because 


of its Three - Magazines - In- 
One make-up—gives advertis- 
ing an outstanding chance to 


product and brand 


name into the picture to 
which it belongs. 


ADVERTISING REALLY MOVES INTO ACTION OFF THE PAGES OF McCALL’S ! 


index figure the second week. 
Only 10 cities reported sales in- 
creases for the week ending Feb. 
14. The greatest by far was a 33°; 
gain in New Haven. Next highest 
was Houston’s 11% gain. The only 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Feb. 14, ’48* .p240 
Week to Feb. 7, ’48*.. .240 
Week to Jan. 31, ’48*.. 
Week to Feb. 15, ’47*.. 
Week to Feb. 8, ’47*... 
Week to Feb. 1, ’47*... 


*Not adjusted seasonally. 


e pPreliminary. 


reserve district to show a gain was 
the New York (second) area, 
which managed to come out 1% 
ahead of the corresponding 1947 
week. . 

Greatest district losses were 
those of the Boston (first) district, 
down 9%; St. Louis (eighth) and 
Kansas City (10th), both down 
8%. Oklahoma City, with a 22% 
sales decline, showed the greatest 
loss among cities. 


Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Jan. Feb. Feb. 
district and city ot 7 4 
UNITED STATES .. 8 rg —3 
Boston District .... 0 Ht) 
New Haven ...... 12 -3 33 
BECGEE chew crsaces 1 -~—} — 
Springfield ....... 1 16 —11 
Providence ...... 6 —3 —14 
New York District... 11 12 1 
PGE 66 bay cud 20 ri4 —R& 
SEEN) os kc va ees 19 ri7 1 
ge 10 11 2 
FEGORGRCCE oni vices 8 ri5 7 
oo. re 3 5 1 
Philadelphia Dist... 2 10 2 
Philadelphia ..... 10 9 2 
Cleveland District . ° 20 3 
MOU cdaver dese. 12 22 4 
Cincinnati ....... 1 11 6 
CHOVGIEMS on ices 11 21 1 
Columbus ........ — 11 i 
_ I E ee 18 22 7 
Pittsburgh ...... 8 26 
| Richmond District... 3  r—3 of 
Washington ..... 8 a a 
| EOAEIIOEO. 26 ce 1 6 -) 
| Atlanta District ....—2 r4 —6 
Birmingham ...-..—3 18 6 
po ee ee 1 —4 —] 
| pS ETT Cee 9 rg —11 
New Orleans ..... 1 3 —15 
| Nashville .......—31 —10 —14 
| Chieago District ... 27 1464 —3 
eT ee ee ee 23 12 —b5h 
Indianapolis ....... 0 6 —% 
ee. “wen es ewd 17 17 -3 
Milwaukee ....... 140 25 3 
| St. Louis District. .—10 7 —8s 
Little Rock ..... —33 —] 8 
EAUISVEIIO cs cceccs —7 15 ! 
| St. ROU ca ccsewss ~--4 4 —10 
} Memphis ....... 3 6 —10 
Minneapolis Dist. .. * * ° 
| Minneapolis ise 8 se 
ee ee °. * ° 
| Duluth-Superior . * ’ : 
Kansas City Dist.... 5 H -S 
| "Se Per eer rer 3 S -6 
i eae 14 3 -1 
Kansas City ..... 8 6 —11 
ey. EE vec cee 7 2 
| Oklahoma City... 2 7 -22 
po ewe? eee 13 1 2 
Dallas District ..... 7 10 th 
ol! Sere Pe ere 17 3 lt 
Fort Worth ..... 13 rl0 
PROURCOR cicsivcces 11 31 
San Antenio ..... 1 2 
San Francisco Dist.. % ra 
Los Angeles Area. 2 2 —d 
oS ° * 4 
San Francisco ... 7 ] 
PORCINE scuncacsves OO 5 
Salt Lake City.... 11 6 
Od 10 7 
r Revised, 
*Data not available. 
Plan Hat Campaign 
Mallory Hats (Canada) Ltd 
Brockville, Ont., will launch 
campaign in March, using dail) 
newspapers from coast to coas! 


and rotogravure sections of week- 
end papers. Cockfield, Brown & 
Co., Montreal, handles the account 


Insto-Gas Appoints Two 

V. J. Velander and John L. 
Marley have been appointed sales 
manager and assistant sales man- 
ager, respectively, of Insto-Gas 
| Corporation, Detroit. 
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15 CENTS OFF—Solventol Chemical 

Products, Detroit, for Solventol clean- 

er, will run ads like this in magazines 

and in 300 dailies this spring. Ross 
Roy, Detroit, is the agency. 


Solventol Spring 
Drive Emphasizes 
Newspaper Ads 


DETROIT—Solventol Chemical 
Products has launched a multi- 
point drive to increase home sales 
of Solventol all-purpose cleaner. 

The campaign will be based 
chiefly on newspapers, 300 of 
which will be used this spring. 
Also used will be radio, ads in 
Everywoman’s and Good House- 
keeping, numerous trade publica- 
tions, “pin-point” sampling and 
house canvassing, direct mail, 
package inserts, point-of-sale aids, 
double postcard mailings, roto 
circulars and dealer co-op adver- 
tising. 

The newspaper drive will in- 
clude three separate schedules de- 
veloped for cities of different sizes. 
The ads will range from 748 to 
100 lines. Each will feature an 


introductory offer of a 25-cent, | 


12-ounce package of Solventol for 


10 cents. Ads containing coupons | 


good for 15 cents on a 60-cent 
package also will be used. 


Expand Store Contacts 


Copy will promote the product 
as suitable for cleaning walls, 
woodwork, rugs, linoleum, sinks, 
refrigerators, ranges and in the 
laundry. 

Harry C. Westmeyer, manager 
of the Solventol household divi- 
sion, said the campaign will find 
company salesmen contacting vir- 
tually all retail outlets in cities as 
small as 10,000 population in the 
West and 20,000 population in the 
East. He said the channels of dis- 
tribution will be expanded to in- 
clude all chain and variety stores, 
department stores, groceries and 
supermarkets. 

Ross Roy, Inc., Detroit, handles 
the account. 


Canada Sets Up New 
Import Restrictions 


The Postal Administration of 


Canada has announced that the 


importation of many types of mer- 
chandise into Canada 
entirely prohibited or admitted 
only if a permit has been granted 


— 


‘anadian Minister of Finance. 
As an exception, occasional par- 
ls, addressed to individuals and 


not exceeding $5 in value, con- 
taining bona fide unsolicited gifts, 
Sut no advertising matter or to- 
Dacco, will be admitted into Can- 


ada. 


Joins ‘Tele-Views’ 


Ken Edwards, formerly an ac- 
count executive of John Frieberg 
Los Angeles agency, has 
joined Tele- Views, new West Coast 
weekly, as sales and advertising 
ianager. The publication plans to 
€xpand to midwestern and eastern 
markets within the next 90 days. 


& Co., 
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King Black Label 
Has New Package, 
Formula and Push 


LovuISsvILLE — Brown - Forman 
Distillers Corporation is planning 
a market-by-market local news- 
paper drive to introduce King 
Black Label whisky in its new 
formula and package. 

Newspaper copy will range from 
200 to 1,000 lines in each market. 
Half and two-thirds-page, two- 
color copy also has been sched- 
uled in seven national magazines, 
backed up with window display, 
point-of-sale material and give- 
aways. 

Theme of the drive is “friendly 
flavor,” a slogan taken from the 
company’s decision to fill freshly 
dumped whisky barrels with grain 
neutral spirits, to pick up some oak 
flavoring and part of the remain- 


ing whisky. 

Formula for King Black Label 
has been changed to a 40% base 
whisky blend, and the age of 
straight whiskies increased to six 
years or more. The new package 
features an oval-shaped medal- 
lion with the initials B-F, and 
raised ridges above and below the 
label surface panel. 

Ruthrauff & Ryan, Chicago, di- 
rects the account. 


B&B Appoints Thomas 

William C. Thomas, formerly 
with Ellington & Co., and William 
Esty Company, has joined Badger 
& Browning, Boston, as production 
manager. 


Kerman Adds Duties 


Priscilla E. Kerman, media di- 
rector, also has been appointed 


general office manager of Schacter- 


& Fain, New York, advertising 
agency. 


Quaker Oats Shifts Two 


M. C. Olsson, formerly assistant 
manager of the Detroit sales office, 
has been named sales manager of 
the Minneapolis sales office of 
gag Oats Company, succeeding 

A. LeGros, who has been ap- 
sate Michigan sales manager, 
with headquarters in Detroit. 


Porter Joins Brisacher 

John Porter, formerly with J. 
Walter Thompson Company, New 
York, has been appointed copy di- 
rector of Brisacher, Van Norden & 
Staff, New York. 
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Names Peter Badame 


Peter T. Badame has been 
named general sales manager of 
the National Plating Company, 
Buffalo. 
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for dollar, than any other medium 
in this highly important field, 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


Minds are being made up... 


wouldn't you like to be there7 


is either 


ie prospective importer by the 


About the only time busy moderns have for free 
and easy gabfests about their knotty problems is 
in the evening. Decisions are reached in the — 
nings to do this or that important thing .. 
“take a look at” this or that product. An auto, a: 


An advertisement in their evening paper brought 
the subject to mind and put it before the family 
round-table. 


Was it your advertisement? Will it be your prod- 
uct? It will be if you have rammed home your 
sales message at this wonderful impulse moment, 
the moment in the evening when folks can give 
their entire attention to these talks. 


CINCINNATE TIMES-STAR 


MEMBER AMERICAN 


NEWSPAPER 


Your sales message in the evening paper is a 
“Class A” sales message, reaching, as it does, the 
receptive, the largest potential audience, the 
night-time audience. In the great Cincinnati 
market, “Class A” means the Times-Star. Here is 
concentrated evening coverage, with the largest 
city and suburban circulation of any Cincinnati 
daily, morning or evening. 


Maybe this helps explain why the Times-Star has 
for years led all other Cincinnati newspapers in 


total, retail, department store, and general display 
linage. And that goes for automotive linage, too! 


Cincinnati’s ONLY 
Home-Owned Daily 


NETWORK 


ADVERTISING 


n= uti d ie Sealey : my a iat . 2 i ap regan |e i The Pe DW eh a ee oe ee gel ee ie «) A , iro , ams y "as 23” a7 Yi | OO 
Bee te ee : a ; ; 1S Le Ra aR ale mc Me ms Re it ES ceapameeoad oes ery pa SE eg a A A ESE el eee aed a et oe as. Cp Bede Ot 7a te ie oot PO eee oe ‘- 
Bere ee erway pase ey ; a eee ss ia) ee oe CSS hv eae eae Pl ap ee ke er eg eee eee ‘ayn eur i= SalR Lo C>.. Bigig Oe ae pre Be eal ieee ois eae ania pape ee «20 a, Orie is 
BR AL ot a a a Dt eee hin Cio) ine sr RN a: Et aR en Nee oor > nt eg Re Se fo ge NA oe a arta re. ae a pint ubdgieedie os ANE Mees: os.) lolieegs naar: ea ar sted 
bd is Gr re ee a Bais oes are ee ee ea pe a ere oe nr ii heee LOST i aie ae 
= 
: | ee 
; HY, 1 s ee j ee : 
| pe | 
oa fe | WHO NOVY PRODUCES INSTITUTIONAL 
hong RENTS eae er ete COMIC BOOKS FOR 
reece: Bie Set. RAE ACVERTIGERS P JOHNSTONE ano : 
ee Serres Temes. CUBHING OF COURSE 
Sect we oath Nek att mts” Bae SA tw Ome feos Sow een Sh. 
Sake SS ASS ‘ 
— .) nome! 
a eee (OC ere Ns * OG ; 
; ore, nro’ y wo ese eee ‘ . -—_ PD) 
Solve de Ph ol: 
& a ee : | . 
‘4 P 4 oP Leip ee : 
o-== Eee Bese | 
See. Sen 33 a : : 
Ke ae we Bie | 4 en 
OM ee ees Bee. | = Beira 
wits Eero 7 hos 4 > oe 
Bae \ == ee 
asit 
et Solyentor =~ | 
oth. cece tn 
Se ee — 
. a | ee 
' oe 
a —— ae ee ae eee rr) mee 
- 
S ~-+- - eam SLR RE ERLE EES ER LOO OO IRN RR ET ca pS OR RR ——J 
’ s Rag Soares ae os Tee . le Pk is oe ek a erin : 
( S py, lea gt eee a Te ee gS 3 a RN SPO RE ee 
3 3 a a, Mn Hck Se a. oe > 4 Pe. an 
: cf ae po ee ds Me ae . “ap ag Rec G aig ’ 
% ey 3 ; aie Sa ae — . ee o G 
e . i be a i igi ae oe | We He ee . © 
t ae oe my t inc a” Oh te ag 2 ee} es F i % ( a bia * \ co 
’ # OS Oe el nn tt the te ig al ieee oes ‘ee | wy) iets ' } 
. 25a eS owed = AOE 8 OF cee oe eB FS ates 
n Pi ene. Be, ies cia t eo a Y = 
ae TN at Fept eree ee “= * PJ Bee : 
‘ e Juke ret ot ee > ae SS. - re 
I ; A Ut Cnagy fF, a gs 2 ———— / at “Sen, ): / ). Sear 2 
t -_ s 9} IR oes > UL _— = s y = 
a7 ead pom > = Genes Fei 4 ‘J - ee, ; 
| 7 a, —Z_ eo \ \ - AR 
| : :. , : ia beige ais ie \ ae ‘ii 
L | ot = = | tao Doe 
i | a re aE 7 ao ai (| = Qe Leone 
| : _ “AG ee oe = i <a ~ SS, as 
| i x 2 me oa x cS Sn . rs e 
, | Si lain Pm ; a io Ke = % — Ties . Prete 
} | 3 oe te t Ofte © & tang pe gt ere 4 a / mt // a es 
(ia ee ip As 
5 Se Rina oo Pe ae die Saul ge ‘ Sohal 
, : Pan — iy ne ae Pog eee iJ ae 
{ | es ad ae Be - ys 2 : * 7 =” es ‘ : el. Ree is ie . mh Fes 
| OD eee . i Fi, YY <2 ia Phe ee Mae Coens : 
; ‘@ a” == « er, ee er eee : 
s Lae ie a a. ees “Spee 2 
~~ me (os + eel a ; Ze) 
| — ea Z y 
- a 3 ee, el = ae va eT . : 
" eee, ‘3 sho er ee : seed noid Tee) mam i va a cena 
: | ei ie tie a poe i ce Bt 
° as ey ae Se) mi (* ei gr ae ; =_ - Mes it 
, tia eS eee an ae Se a | is. 
‘ a ni i & cr oe Se bese” 2 eer an he i ies ws ee, oe P a a 
6 a ae a — ae — a : Cy _ 
“a at « aa, amas Wh wine bas , , ve 
{ = eh at =o eee :. Roe 
7 : s ie eh, ee ee Se Te eee ‘ ay , i 
= 2 ; ee ae : ‘ a ah oe 
is t ee om % ” “i 
i Ses SMe fy ae eg eo. . : ay es i 
Sy Ne a ok” Sil ee ae ot < Re a + a rae ‘ Re ae an, mi Bn. Pie 
= ee oe a a rs Wl —— ‘Tal 
1 SU ar at SB ee a ya wa ee ae - ane Be ee say “te "pest 8% ews = Sa 2 —_S an 
; ee ey, \ aes iki on aero % SE a ee ere ae we i g erates 
ee ORS ee Ne E> a ‘ . 
rms Tt gs ee fn ee Ba ee 3 “se a 
} Z eg ore a) a ee ie ee. ae Ey a re ier . Y 
; Sees ar. woe ae ee te gh eee eae : “4 
» <> re 5-3 aah ‘ oe Pie er ae ea ee 3 i ae oa \ =, Si y 
; eae ; ie = a ge ce ye Ay a Af ei 
” : Pe ge ee pig a gt a Fh 2 Nets. S cone es % js 
= 1 a he ae 3 ce 5, a ; oF eS ree | \ : 
A | i Ree sae i ae ‘aida ee: 
3 a 
8 | : 
s a 
a 
| ° 1 
“ ‘ete 
a % 2 
* 34 . 
eee Be 
wes 
‘- a 
-S xs 
. | aaa 
6 wil 
-1 
4 Pes: 
3 al 
>9 
9 ay: 
Li : 
11 a i 
ec, 
11 } 
‘ ee Hi 
° ee si 
| PC 
: ee 
ily 
at = | 
*k- —____—_—. . 
>; ee 
int : 
A 
les 
il ee PC 7 
yas ee Pe 
= 
7 taht 4 = “Te aA x! “yup ay so 2 iy ‘ - rs 
: Fi a o > = : ‘i me “3 % = i 7 3 y - - yas ry ! y ae 2 ‘ ; ~ i “4 clap ¥ 


Railroaders Study 
Public Relations 


via Mail Course 


_ New Yorxr—The New York 
Central System will give its em- 
ployes a review course on how to 
get along with the riding public— 
with all lessons by mail. 

During the past several years 
upwards of 50,000 workers on the 
line have attended public rela- 
tions conference classes held by 
the NYC. The correspondence 
course is designed to benefit those 
employes whose traveling jobs 
have prevented their attendance at 
classroom sessions. Graduates of 
the conference courses may take 
the mail courses; if they wish. 

The lessons, which emphasize 
the personal responsibility of each 
employe of the railroad in main- 
taining good public relations for 
the company, are conducted 
strictly on the honor system. At 


How To tet 
Faster Action 
From The 


Latin American 
Drug Trade- 


USE 


fe Toumaria 
Modora. 


and get these 
EXCLUSIVE FEATURES 


1 Steed 


Plane-speeded delivery by fast Pan 
American Clipper gets your ad in 
readers’ hands in 5-8 days—instead 
of 3-9 weeks. 


2 Space 


Large tabloid page size gives you a 
big 10 x 14” page to work with— 
more visibility and more readership 
and punch for your ads. 


3S Selectivity 


Your choice of three separate regional 
editions—to give you coverage of 
the markets you want to reach with- 
out waste. 


TG Formaria Madre 


jigs Mexnanas 
—_— Nuevas Tanta Coste de Mercato 


Aymentan © A 
aero 


Write now for brochure 
and complete details. 


LA FARMACIA MODERNA 
CHICAGO— 309 W. Jackson Bivd. 

NEW YORK—133 East 42nd S¢. 

WEST COAST—227 Spencer &t., Glendale, Celif. 


x 


the end of each study unit the 
NYC “student” is instructed to 
tear out the examination sheet, fill 
in the answers and mail the fin- 
ished form to the personnel de- 
partment. The graded paper is re- 
turned along with the next section 
of the course. 

The instruction covers the back- 
ground of railroading, advises on 
how to get along with people and 
offers suggestions on how to win 
promotions. 

Employes who make 75 or bet- 


ter—answering 39 or more of the 
52 questions correctly—on the 
four tests will be awarded certifi- 
cates by the New York Central. 


Sets Bathing Suit Drive 


Bathing suits by Rose Marie 
Reid Ltd., Vancouver, B. C., will 
be promoted this spring in na- 
tional magazines and the rotograv- 
ure sections of weekend papers. 
Walsh Advertising, Inc., Montreal, 
has been named to handle the 
campaign. 


CBS Promotes Connolly 


Thomas D. Connolly, director of 
CBS program promotion since 
1940, has been named assistant 
manager of program sales for the 
network. A new program promo- 
tion director has not been an- 
nounced. 


Joins National Group 


The Portland (Ore.) Sales Man- 
agers Association has become offi- 
cially affiliated with the National 
Federation of Sales Executives. 


Advertising Age, March 1, 1948 
NAVS Reelects Scharlott 


The National Association of 
Variety Stores, Inc., has reelected 
Frank A. Scharlott president, and 
Herbert C. Woolley, vice-presi- 
dent. Marvin E. Smith has been 
reelected secretary. 


Zenith Names Chrabot 


Harry C. Chrabot has been 
named assistant sales manager in 
charge of advertising and sales 
promotion of Zenith Radio Dis- 
tributing Corporation, Chicago. 


A sound tax progra 
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11% of Chicago 
Agencies Have 
Research Staff 


Cuicaco—Of 120 Chicago agen- 
cies surveyed late in 1947, 11% 
have research staffs and another 
2% employ independent market 
research organizations on a re- 
tainer fee basis. 

The survey is reported by M. A. 
Hasselmann, of Davee, Koehnlein 


& Keating, Chicago research com- 
pany, writing in the current is- 
sue of Manufacturer’s News. 

The study shows that an addi- 
tional 7% of Chicago agencies 
have full-time research directors 
and 19 have part-time research 
personnel who also help out with 
media work, contact, etc. Five 
per cent of this city’s agencies are 
branch offices with research fa- 
cilities available in their home 
offices. 

Most of the remaining 56% use 


market research from time to 
time, the study shows. It points 
out that nearly all the agencies 
here use independent research or- 
ganizations frequently or occa- 
sionally. 


Hunter Appoints Smith 


Harry W. Smith, Inc., New York, 
has been appointed to handle the 
technical publicity and editorial 
relations of Hunter Pressed Steel 
Company, Lansdale, Pa., spring 
and spring products producer. 


So. ee ishicay epi 


Directs Cochran Ads 


Leonore Buehler, former adver- 
tising and publicity director of 
Prince Matchabelli, Inc., New 
York, has been appointed director 
of advertising, sales promotion and 
publicity of Jacqueline Cochran, 
Inc., New York. 


Gray Joins L&M 

William Gray, formerly with 
Young & Rubicam, New York, has 
joined Lennen & Mitchell, Holly- 
wood, as an account executive. 


; 


ust provide incentive and 
or plant expansion! 


Among all the arguments over who is re- 
sponsible for the threat of inflation, one fact 
stands out! Everyone agrees that the one 
way to lick inflation is to boost production by 
expanding plant facilities. And everyone 
agrees this would have a two-fold bene- 
fit: It would go a long way toward satisfying 
the ever-increasing demand for goods and 
services of all kinds . . . and it would provide 
more and more jobs in all categories. 


Yet, in spite of this, there is talk of increasing 
corporate taxes. Where would be those 
profits that might go into plant expansion? 
What incentive would there be for investing 
in new buildings, new machinery, new em- 
ployees? What would happen to our 
chances for beating inflation? 


We, at Chilton, see the need for a lot of 
thinking about a long-range tax program 
based on the philosophy of "taxes for reve- 
nue only.'' A sound tax program that would 
encourage industry to expand . . . increase 
the activity of venture capital . . . eliminate 
double taxation of corporate dividends. 


CHILTON COMPANY (INC.) 


100 East 42nd Street 
New York 17, N. Y. 


‘CHILTON 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


TICAMOURNAL AND REVIEW OF OPTOMETRY * THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES * MOTOR AGE 
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LABELS must combine two funda- 
mentals in order to get the kind of 
customer appeal which develops 
into buying action: 1. Attractive- 
ness, 2. Economy. Of course, the 
product itself must have inherent 
merit, but unless the customers are 
first attracted, they will never 
know those merits. The cost of la- 
bels must have a minimum of effect 
upon the retail price of the product. 


We, at Manz, through many 
years of designing and producing 
effective labels, have acquired an 
unusual viewpoint. We have a dis- 
tinct realization of the importance 
of combining economy with quality 
in label making. This viewpoint 
has as its foundation, label produc- 
tions of the smallest testing quan- 
tities up to the vast requirements 
of some of the world’s largest cig- 
arette, soap, and food companies. 

The greater the quantity, the 
more economy becomes important. 
This is because products which sell 
to the greatest masses are usually 
low cost items and each fraction of 
a penny is reflected in retail prices. 

The Manz viewpoint manifests 
itself emphatically right at the 
beginning of the designing stage. 

As each product must have some 
specific characteristics of its own, 
we design each label for the indi- 
vidual product. We have no syndi- 
cated designs which can be applied 
to dozens of competing products. 
Individual identifications is of such 
vital importance that there should 
be no duplication of any element 
of design in the label. 

For labels requiring food repro- 
ductions, we have our own kitch- 
ens right in our plant, thus ena- 
bling us to photograph and repro- 
duce the finished recipe in all of its 
realistic attractiveness. Labels must 
attract—they must indicate the 
type of product they represent. 
They should induce buying action 
and we emphasize that the cost of 
labels should be reflected as lightly 
as possible upon the ultimate cost 
of the product to the consumer. 

Manz facilities include every 
type of offset and letterpress equip- 
ment best qualified for label pro- 
duction. All art work, engraving, 
typesetting, printing and cutting 
is handled in our own plant under 
a single roof—a single responsi- 
bility and a single high standard 
of quality. 

Let us know about your label 
requirements and we will show you 
a combination of quality and econ- 
omy unequalled anywhere. 


liny Ste Job is 
a Manz Size Joh 


MAN 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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Miehle Appoints Hogan 

William J. Hogan has been ap- 
pointed manager of the New York 
office of Miehle Printing Press & 
Mfg. Company. He has been with 
the company for 23 years, much 
of this time in the offset division, 
as an assistant to the late Charles 
P. Titsworth, vice-president. 


Write for new FREE 
proofa No. 108. No obliga- 
tions. 


. BYE*CATCHERS. 
10 E. 88 &t., N. ¥. C. 16 


Tut-Tut, Jimmy— 
Who Started It? 


New York—AFM President 
James C. Petrillo, usually a fast 
man with the logic, got his argu- 
ments a bit tangled recently. 

Writing in his union’s paper, the 
International Musician, he singled 
out television as “another ex- 
ample of the potential use of re- 
corded music in supplanting live 
musicians.” He described a telecast 
of the opera “Aida,” during which 
words and music came off a rec- 
ord while the artists put their 
mouths through the singing mo- 


aS 


547 SOUTH CLARK STREET + CHICAGO + WABASH 6284 


tions. 

“Televisers would employ live 
musicians only on a casual basis 
and have indicated no present in- 
clination to staff their stations 
with live musicians,” he com- 
mented. 

The television industry found 
this line of attack a bit surprising 
in view of Mr. Petrillo’s long 
standing ban forbidding his “boys” 
to make with music for the video 
cameras. 


Opens New York Office 


The American Fruit Grower 
Publishing Company, Cleveland, 
has opened a New York office in 
the Grand Central Terminal 
building. Richard Whiteman, for- 
merly advertising manager of the 
American Vocational Journal, has 
been named eastern advertising 
manager. 


Fishler Names Kameny 

Fishler Floors, New York, floor 
coverings, has appointed Seymour 
Kameny Associates, New York, to 
handle its advertising. 


a Map that 
is Different 


The circulation map of The Weekly Kansas City Star 
shows an intensity of coverage not equaled by any other 
farm publication in America. 


It shows The Weekly Star’s circulation by counties in 
four states—Missouri, Kansas, Oklahoma and Arkansas. 
It shows also the number of farms in each county—and the 
percentage of farms reached by The Weekly Star. 


It’s a good map to have. It will give you detailed in- 
formation about a unique farm publication which, without 
the aid of premium offers, clubbing deals or like induce- 


ments, has more subscribers in Missouri and Kansas than 
any other farm publication. 


The Weekly Star’s circulation map will be sent post- 


paid to any advertiser or advertising agency. Write for 


it today. 


The Weekly Rausas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 


Hamilton M. Warren, v.p. in charge of advertising and sales pro- 
motion of the National Carbon Company, has been appointed chair- 
man of the National Urban Rat Control Committee by J. A. Krug. 
secretary of the interior... 

Graham Patterson, publisher of Farm Journal and Pathfinder 
Philadelphia, has been named chairman of the Easter Seal sale, 
conducted in cooperation with the National Society for Crippled 
Children and Adults. . . 

Station Manager Walter Haase of WDRC, Hartford, Conn., has 
been named publicity chairman of the $50,000 fund drive of the 
Hartford Rehabilitation Workshop. . . John E, Brennan, executive 
v.p. of Standard Outdoor Advertising, New York, is the proud 
father of his secor.d boy, Dennis, born Feb. 10... 

Tom Maloney, partner of Newell-Emmett, New York, and Ewing 
Kranin of Life recently traveled 9,000 miles through the Caribbean 
area and South America for the Air Transport Command. The 
1,000 pictures they brought home will be used for recruiting and 
publicity purposes for the ATC. Mr. Maloney is also the publisher 
of U. S. Camera and was the first war-correspondent-photographer 
to fly over Tokyo during the war... 


TO THE DOGS—Watching the Jockey Hollow Field Trials at Troy Hills, N. J., 

are C. A. Wiggins, associate advertising manager, Gaines Division of Genera! 

Foods Corp.; Mrs. J. W. Gillies, assistant to the director, Gaines Research Cen- 

ter; Elias C. Vail, director of Gaines field dog activities; H. P. McGrath, sales 

and advertising manager for Gaines, and Oakley Bidwell, account executive, 
Benton & Bowles. 


Virus X had a wonderful time getting its hooks into W. A. Jimi- 
son, ad mgr. of the Chicago milk division of Borden Co. He’s about 
recovered now, after a six-week siege. . . 

George Preis, on the advertising staff of the New York World- 
Telegram, was married not long ago to Ann M. Kennedy of New 
York. . . Kenneth C. Collins, vice-president in charge of advertising 
and publicity of Burlington Mills, has been awarded the highest 
honor the University of Washington can bestow upon an alumnus. 
Mr. Collins was named “alumnus summa laude dignatus” for 1948, 
and will be presented with a scroll at the June commencement 
exercises in Seattle. . . 

The Western Advertising Golf Association, Chicago’s old and 
honored group, will be headed this year by Lloyd Maxwell, Roche, 
Williams & Cleary v.p., who has been active in it since he joined 
in 1912. He volunteered to take over the presidency due to the 
illness of Russ Van Gunten, Foote, Cone & Belding media di- 
rector... 

After 13 years, Bea Adams, exec. v.p. of Gardner Advertising Co., 
who originated the Gridiron show put on by the Women’s Adclub 
of St. Louis, has turned over her work as author and producer to 
Mrs. E. Gary Davidson Jr., a feature writer billed as Clarissa Start 
by the Post-Dispatch. This year’s event is set for April 1... 

Bruce Craig, of the Buckner, Craig & Webster agency in Lubbock. 
Tex., wonders whether there are any radio hams among advertis- 
ing people. He’s a rabid one himself, spending a lot of time in « 
studio he’s rigged up in his back yard. His call letters are W5JQD 
if anybody wants to give him a buzz. . . Charles B. Lindeman, pub 
lisher of the Seattle Post-Intelligencer, has been elected pres. 0! 
Seattle’s Washington Athletic Club, on whose board he has serve: 
for the past 10 years... 

CBS counselor on public affairs, Lyman Bryson, has been name: 
chairman of the American National commission on mental healt! 
and world citizenship. . . Bette Johnson, in the radio departmen' 
at Kenyon & Eckhardt, New York, will soon become Mrs. Rober’ 
Gibson Bowman. Mr. Bowman is a member of the Gibson greet 
ing card family... 

When New York admen threw a stag testimonial for Shorty Long 
at the Pierre Hotel recently the gal space buyers around the cit) 
felt slighted. Not to be outdone they got together and gave Short) 
a luncheon last week... 

Thomas D. Cort of the export division of Carter Products is o: 
a business trip which will take him to Chile, Colombia, Ecuado: 
Peru and Venezuela... 

Edward A. Altshuler, radio dir. of Ross, Gardner & White, Lo 
Angeles, has been signed by the Don Martin School of Radio Art 
to teach a course in AM, FM and TV sales techniques. . . John J. 
Gillin Jr., pres. and gen’l mgr. of Station WOW, Omaha, is conva- 
lescing following a major operation Feb. 17... 

Temple University, Philadelphia, has given its annual Russell H 
Conwell award to Walter H. Annenberg, ed. and publisher of th: 
Philadelphia Inquirer, for his numerous philanthropic activities o1 
behalf of the university. . . C. E. McKittrick, assistant ad mgr. 0! 
the Chicago Tribune, is back at work following a three-week vaca- 
tion on a dude ranch near Phoenix. . . And Harry N. King, assist- 
ant mgr. of general advertising for the Trib, is back from Varadero 
Beach, Cuba, where he and Mrs. King spent the month of Feb- 
ruary. .. 
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other business papers can match it. 


Where did these 2,776 subscriptions come from? Over the transom— 
entirely unsolicited! The great majority came from builders who read 
the copies of PRACTICAL BUILDER that-other builders subscribe for, or 


saw it in their dealer's office. 


Here’s proof that PRACTICAL BUILDER’s ‘“How-to-do-it” editorial pol- 
icy is the most powerful reader magnet in the building field. Our 
70,000 readers are the men to advertise to because you can be 


sure they'll read your message. 


Now—PB’s "New Look’’ gives extra value 


Starting with the January issue, PB has that “New Look” —new format 
in standard 7x10 type size. PB’s basic “how-to-do-it” editorial for- 


mula, so successful for 12 years, is now presented in a challenging new 


70,000 Practical Builder readers... 


are consumers of a 9 billion dollar market, 5 billion not 
reached by any other builder magazine. The Contractor- 
Builder is the ‘‘man-who-buys” of the building industry. 
PB's 70,000 readers control purchases, determine specifi- 
cations, install or apply 90% of the products used to build, 
remodel, repair or maintain residential, commercial, factory 
and light-load buildings. 


MORE BUILDERS 


‘es 


Se 
jidghee of a Magazine with the Power to Sell! 


erence* (1500—plus—copies of ovr 1946 index 
( ders’ request). ¥ 


ep it for R 


| lated by our own house ads only. 


2500—plus—inquiries\dnd questions 
man. 


™— b 
Hundreds of unsolicited testimonials. 
* Established by survey 


format, producing the most readable magazine for builders, the best. 


value and visibility for advertisers. 


* These subscriptions have all been carefully screened. No consumer 
subscriptions. Only those from building men who represent buying 


power are accepted. 


RACTICAL 


5 SOUTH WABASH AVE. + CHICAGO 3, ILLINOIS 
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N.E. Newspaper 
Ad Executives 
Plan Meeting 


SPRINGFIELD, Mass.— The New 
England Newspaper Advertising 
Executives Association and the 
Advertising Managers Bureau of 
the New York State Dailies will 
hold their sixth biennial joint 
meeting at the Hotel Kimball 
here, March 7-9. 

Speakers will include David W. 
Howe, Burlington Free Press, 
president of American Newspaper 
Publishers Association; Lee A. 
Ward, president, New York chap- 
ter, American Association of 
Newspaper Representatives; Har- 
old V. Manzer, Worcester Tele- 
gram-Gazette, president, News- 
paper Advertising Executives As- 
sociation and George R. Gould, 
New Haven Register. 

Advertisers on the program in- 
clude John R. Gilman, vice-presi- 
dent in charge of advertising, 


. 
of FOREIGN SERVICE READERS 
EARN OVER $3,000 A YEAR* 
(... and 15% Make Over $5,000!) 


@ The veteran readers of Foreign 
Service have substantial purchasing 
power, as shown by a recent Starch 
Survey. They are now buying 
homes, home furnishings, clothing, 
sporting goods and thousands of 
smaller items. Sell this rich veteran 
market—make more sales by adver- 
tising your product in Foreign Serv- 
ice—the veterans’ own magazine! 


* DANIEL STARCH SURVEY, 1947 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 
need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


Lever Bros. Company, and A. L. 
Scaife, advertising manager, ap- 
pliance and merchandise division, 
General Electric Company. By 
popular request, there will be a 
return engagement of “Madame 
Darushka’s Crazy Art Players on 
Advertising,” under the direction 
of R. G. Seaman of Springfield 
Newspapers. 


Set Aviation Show 


The Minnesota Aviation Trades 
Association will sponsor the North- 


west Aviation Exposition April 17- 
24 in the Minneapolis auditorium. 
The National Association of State 
Aviation Officials, Municipal Air- 
port Managers Institute and Fly- 
ing Farmers of America will hold 
meetings during the week of the 
show in Minnneapolis. 


Joins Wagenseil 

William L. Guisewite, formerly 
with T. Ronald Allen & Staff, Day- 
ton, has been named a copywriter 
and contact man of Hugo Wagen- 
seil & Associates, Dayton agency. 


Join ‘Televiser’ 

Richard Shack has been ap- 
pointed advertising director, and 
Ivan Schoenfeld, advertising field 
representative of The Televiser, 
New York. John A. Bassett & Co., 
Los Angeles, has been appointed 
exclusive West Coast representa- 
tive. 


Plans Industrial Show 


The Buffalo Chamber of Com- 
merce will sponsor the first in- 
dustrial exposition in the city in 
25 years, May 14-23. About 200 


Advertising Age, March 1, 194¢ 


Niagara Frontier industries are 
expected to participate in the “In. 
dustrial Progress Exposition,” the 
purpose of which is to show in- 
dustrial development of the ares 
in the past century. 


Harold Forsey Promoted 


Harold Forsey, who joined the 
company when it was organized in 
1933, has been appointed vice- 
president and general manager o: 
Sun-Tested Wallpapers Ltd., To- 
ronto. He will be in charge of al! 
operations, including sales. 


ou can bu 


| More TELLING Means Wore SELLING 


FAS 


Deep in the jungle, natives send out their messages via the Tom-Tom... continuously 
beating out the signal until they receive an answer from another far off drum. 
The advertiser, too, must beat out his message .. . telling, telling, telling his story... 
selling, selling, selling his product...striking again and again and again at his market. 
That’s the beauty of Collier’s. The advertiser with a limited budget can “say it’’ more 


often in Collier’s. For Collier’s gives him the lowest rate of the “Big 3’’ weeklies. 
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Taree Name Ad Fried 


Ad Fried Advertising Agency, 
O kland, Cal., has been appointed 
to direct the advertising of Rox- 
bury Lodge, Horse Creek, Siskiyou 
County, Cal.; Zimm’s Surplus 
Siores, Oakland, and Leon & 
Ecdy’s, Oakland supper club. 


Hotpoint Names Smith 
Charles H. Smith has been ap- 
inted sales training manager of 

the merchandising division of Hot- 

point, Ine., Chicago. 


WSM Promotes Waugh 


Irving Waugh, who has been 
with Station WSM, Nashville, since 
1941, has been appointed commer- 
cial manager of the station. He 
succeeds Winston Dustin, who has 
joined Brandau-Craig-Dickerson 
Company. 


Leaves Denver Chemical 


Joseph T. Sloane has resigned 
as assistant advertising manager 
of Denver Chemical Mfg. Com- 
pany, New York. 


Perry Printing 
Process Not Yet 


Perfected: Brown 


DatLas—Publishers had better 
not count on the much-publicized 
“Perry process” to solve their 
printing cost problems in the im- 
mediate future, W. W. Brown, 
vice-president and general man- 
ager of Western Newspaper Union, 
New York, told the Southern 


Newspaper Mechanical Confer- 
ence’s western division. 

“At best it will be some time 
before this process will take the 
place of the present method,” 
Brown told about 300 delegates 
representing newspapers in Texas, 
Oklahoma and nearby points. 

“It will take a great deal of 
time and money to get the bugs 
out of it,” he said. 

Named for John Perry, WNU 
owner and publisher of a group of 
newspapers in Florida, the process 
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involves printing newspapers from 
light-weight photo-engraved mag- 
nesium plates. Type is set on 
special typewriters and pages 
pasted up. Both composing room 
and stereotype operations, as in 
present newspaper plants, are 
eliminated. 

When the process is perfected, 
however, it is expected that “costs 
will be reduced considerably be- 
low the present day costs,” Brown 
said. 

Two Perry-owned weeklies are 
at present being published by this 
method. 


NAM Makes Study 
of Research Activities 


The National Association of 
Manufacturers, New York, has 
made a survey of the research 
activities of manufacturers and has 
prepared the results in booklet 
form, entitled “Trends in Indus- 
trial Research and Patent Prac- 
tices.” The booklet gives the gen- 
eral patterns in research activities 
and patent policies within different 
types of industry. 


(Advertisement ) 


A Business 


Decision Isn't a 
One-Man Show 


By John J. Flanagan 
Director of Media 
McCann-Erickson, Inc. 


“Two heads are better than 
one,” the old saying goes. But, 
when it comes to buying decisions, 
the average business firm has 
many heads today. That’s why 
the mass technique pays off in 
business advertising. 

Gone are the days when one 
man ruled his company with an 
iron hand. Gone, too, is the time 
when you had only to reach the 
head of the firm or a key man in 
order to make the sale. Today 
your advertising should blanket 
all the ranks of executives and 
professional employees in order to 
reach every person who may have 
a say which influences the final 
decision. 

A business firm of any size is a 
complex organization today. Many 
types of people are required for 
its successful operation. These 
people have different approaches 
to the same problem. They read 
different business magazines. So, 
if you want them all to be on 
your side, you have to reach them 
through the magazines to which 
they pay attention. 

And don’t forget about the small 
businesses either. You have 50,000 
to 100,000 prospects in this coun- 
try which are not worth putting 
on your mailing list. Many of 
them may not even be known as 
prospects. Yet their orders might 
| total up to a good volume of busi- 
| ness if you could sell them eco- 
/nomically. And the only way to 
|cover them with economical ad- 
_vertising is by use of the mass 
| technique. 
| Why don’t you talk this idea 
over with your sales executives 
and agency media man? Remem- 
ber that a business decision isn’t 
a one-man show. 

* * oa 
| This column is sponsored by 
| Nation’s Business to promote the 
/use of a “mass technique” in sell- 
| ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a com- 
bined circulation of} 1,310,000 ex- 
ecutive subscribers, over 15 million 
pages a, year on 12-13 time sched- 
ule. The combined rate for a 
black-and-white page in all four 
papers is only about $9,725. 

Net Paid Circulation B&W Page 
Nation’s Business . .600,000 $3,000 
United States News.300,000 2,400 
| rrr. 235,000 2,750 
Business Week ....175,000 1,575 

We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, D. C. 
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PNPA Schedules Meet 


The Pennsylvania Newspaper 
Publishers Association will hold 
its 10th annual mechanical con- 
ference for papers in Pennsylvania, 
|Maryland, Delaware, District of 
|'Columbia and New Jersey at the 
Benjamin Franklin Hotel, Phila- 
delphia, April 9-10. 


Lynn-Fieldhouse Moves 


Lynn-Fieldhouse Advertising, 
| Wilkes-Barre, Pa., and New York, 
|has moved its New York office 
from 545 Fifth Ave. to 51 E. 42nd 
St. 


Uniflow Names Martin 


Thomas A. Martin has been ap- 
pointed sales manager of the re- 
trigeration division of Uniflow 
Mtg. Company, Erie, Pa. 


CIO Educational Campaign 
Talks Profits to Members 


WASHINGTON—The CIO is push- 
ing an “educational” campaign to 
immunize its members against ads 
which try to show that corpora- | 
tions make only “modest” profits. 

Since December, CIO economists 
have been preparing pamphlets | 
telling members that corporations | 
can make their profits look small 
by (1) padding costs and reserves, 
and (2) relating profits to total 
sales instead of net worth. 

One CIO analysis rips apart an 

Armour ad showing only 1.8 cents | 
profit per sales dollar. It claims | 
Armour really made 30.7 cents on 
each sales dollar after “overlooked 
adjustments” were taken into ac- 
count. 
*A rash of these ads minimizing | 
corporative profits were planned | 
at an NAM public relations con- 
ference in December, CIO says, 
“but they will not make headway 
with housewives and CIO mem- 
bers.” 

The current CIO News says one 
|of these ads shows a ‘“‘would-be 
John Wanamaker setting up a new 
business, working with youthful 
energy and ending up his first 
month with four cents in his 
pocket. 

“And who is this new Wana- 
maker’s best friend?”, asks the 
News. “His banker, natch,” it an- 
swers itself. 

Continuing, it says that bene- 
factor “solaces Jimmy” by point- 
|ing out the jobs he has created, 
and the services he renders. 

“If this had been a Broadway 
comedy,” the News _interjects, 
'“Johnny would have gone out on 
a tear with the four cents clutched 
_in one chubby hand and a blonde 


By STANLEY E. COHEN, Washington Editor 


‘ops. It claims critics are trying to 


'in the other.” 
At least that’s the way CIO 
| sees it. 


ek. 2 
| Even outside CIO circles, busi-| 
|ness was in the dog house here 
|last week largely because of that 
\$5-a-ton price coup by the steel 
| industry. Steel leaders may have 
\a valid explanation when they ap- 
| pear before the joint congressional 
| economic committee next week, | 
| but meanwhile, steel’s action rates 
as the public relations boner of 
| the year, and ought to be signal- 
,ized as such by one of the associa- | 
\tions that gives out awards of 
various kinds. 

Besides bringing the FBI down | 
/on the industry, and annoying | 


Congress to a point where Repub- 
licans and Democrats have joined 
in mumbling about price control 
and excess profits taxes, the in- 
dustry’s simultaneous action 
dramatized and gave apparent 
substance to charges of monopoly, 
and left the public convinced that 
business is responsible for the next 
round of price increases. 
Eo * a 


The House ways and means 
committee may find co-op taxation 
too controversial to handle this 
year. Chairman Harold Knutson 
(R., Minn.) said Tuesday that tax 
reforms this session must be con- 
fined to relatively non-controver- 
sial matters. Congress has ample 
evidence that some co-ops abuse 
their tax immunity by accumulat- 
ing capital assets for speculative 
purposes. However, the Senate 
agriculture committee has just is- 
sued a broad endorsement of co- 


wreck co-ops; insists that co-ops 
play “an important role in provid- 
ing competition for private busi- 


ness men.” 
a De 2 


A 10,000-word Presidential mes- 
sage on housing Monday asks two 
billions more of easy credit for the | 
building industry, and a govern- 
mentally sponsored secondary 
mortgage market as a precaution 
against higher interest rates on 
real estate loans. Home builders, 
however, will object toe another 
part of the message plumping for 
500,000 publicly-owned low-cost 
housing units during the next five 


years, 
* ¢ 

FCC made it clear that it will | 
not give advance rulings on the 
legality of proposed radio pro-. 
grams. Dismissing a request from 
Harry S. Goodman, producer and) 


'transcription maker, the commis-_| 


sion said it would be too big a. 

job. 

Mr. Goodman was worried about | 

legality under lottery rules of a) 

proposed “radio telephone game.” | 
* * a 


Commerce Department is) 


swamped with requests for county- | 


by-county tabulatiéns of employ- 
ment and payrolls, released for the | 
first time this year from data col- 
lected by the Social Security Ad- | 
ministration. These 1946 figures 
have been so helpful inshighlight- 
ing rich markets that Commerce | 
is rushing a follow-up tabulation | 
based on 1947 figures. Since this 
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new tabulation may not be com- 
pleted until late this year, the 
Office of Foreign and Domestic 
Commerce is supplying addresses 
of state agencies which are i) « 
position to provide 1947 figures 
now. 
co * % 

If your television station js 
looking for a novel program, con- 
tact the U. S. Weather Bureau. 
On Tuesday the bureau began a 
daily telecast on weather condi- 
tions on the DuMont stations jy 
New York, Baltimore and Wash- 
ington. The 10-minute program js 
set up with maps and charts to 
resemble weather briefings re- 
ceived by American airmen before 
hopping off on military missions, 


Names Oppenheimer 


Caroline Oppenheimer, for- 
merly sales and advertising man- 
ager of Puritan Federal Clothing 
Stores, has been appointed sales 
promotion manager of Bantam- 
Lite, Inc., New York, manufac- 
turer of pocket flashlights. 


To Palm & Patterson 


Holdenline Company, Cleveland, 
manufacturer of fluorescent light- 
ing fixtures, has appointed Palm & 
Patterson, Cleveland, to direct its 
advertising. 


for first Photograph 
$ 3 00 for each additional sho! 


—same assignment 
8 x 10 prints — 50c 


Quality has not been sacrificed 
to .allow these unusually low 
prices. They are made possible 
by a unique production technique 
developed during 15 years of 
quality service to the commer- 
cial, publicity and news photo- 
graphic fields. We have served 
as official photographer for the 
U. S. Treasury Dept. for 7 years. 
A telephone call RIGHT NOW 
for complete information will 
take a big. step toward solving 
your production cost problems. 
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j The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 
show that its rates are the lowest: 
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| Bigger and Better 
THAN EITHER! 


les Here are the important facts about our new expansion program as a result of the 
recent merger of U. S. News and World Report: 


ht U. S. News readers are getting an increase of 50 per cent in news matter. 


World Report readers are getting considerably more news matter than they 
received before. 


Because of this increased circulation and increased size, the combined magazine 


consumes 33-1/3 per cent more paper than was required before by both magazines. 


The news coverage of our combined magazine is now more comprehensive than at 
any time in our publishing history. The news department is now twice as large as 


that of U. S. News alone before the expansion program was instituted. 


This means that readers of U. S. News and World Report are getting a service they 


have never had before in either magazine. 


U. S. News-World Report is the only weekly magazine devoted 100 per cent to 
reporting, analyzing and forecasting the news of both national and international 


affairs. 


Because of the extraordinary service it is rendering, U. S. News-World Report 
affords an extraordinary opportunity for advertisers to share the benefits of a sub- 


stantial bonus in circulation over and above the 300,000 guarantee. 


U. 8S. News=World Report 


| The weekly newsmagazine of national and international affairs 


Published by 


United States News Publishing Corporation 
U. S. News Building—24th and N Streets, N.W. 
Washington 7, D. C. 
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Democrat, GOP 
Conventions May 
Have Tele Backer 


PHILADELPHIA—Will telecasts of 
the Democratic and Republican 
conventions in June be sponsored? 

Last week the answer to this 
question apparently lay with the 
telecasters— GBS, DuMont and 
NBC on a network basis—which 
will cooperate in a pooled cover- 
age of the political confabs. 

Several advertisers have in- 
dicated their interest in backing 
these events for video since rep- 
resentatives of the Democratic and 
Republican national committees 
gave tentative approval to spon- 
sorship under certain specified 
conditions. American Tobacco 
Company, Curtis Publishing Com- 
pany, General Motors Corporation 
and the Gillette Safety Razor 
Company are among the com- 
panies which have made over- 
tures—directly or indirectly—to 


Available! 


World's Largest 
Sales Force! 


__are Tops in Direct Selling / 
a! “ae t 
such as Fyr-Fyter Co., J. B. Simpson 
Tailoring Co., Fashion Frocks, Stark 
Nurseries, and scores of others, use 
this sales force to chalk up many 


independent, successful salesmen to 
profitably sell your products 
adverti a > <a MI 


er 
The Fascinating Tove Story of 
C A. Solborgs Selling Success 


5 hae tte ot Reon he ed tow 
ee Sedhde ol 


" Kiest in the Field— 
The oldest sales publication 


It tells all you want to know about 
Direct Selling. Contains a wealth of 
valuable information for manufac- 
turers and advertising agency 
executives. And, we can give you 
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telecasters, according to a televi- 
sion source here. 

In discussions on the matter the 
national committee representatives 
are understood to have stipulated 
that both conventions must be 
sponsored by the same advertiser, 
who must be approved by the 
committees and whose commer- 
cials—manner of handling—must 
be approved. 


Pooled Coverage 


A spokesman for NBC said that 
network would prefer to carry the 
convention sustaining simply as 
a service to viewers. However, it 
was pointed out that NBC will 
present a pooled coverage and will 
not make the decision alone. CBS 
said it had not decided on the 
question of sponsorship. 


’ An official of DuMont said his 
network has no objection to using 
a limited number of commercials 
on convention pickups to help pay 
for the telecasts, and three adver- 
tisers have approached the net- 
work concerning purchase of the 
time. 

However, DuMont is reserving 
judgment until the problem has 
been threshed out more thoroughly 
and the whole picture is a little 
clearer. 


Gets Linen Account 


Granite Textile Mills, Inc., Mid- 
land Park, N. J., manufacturer of 
linens, has appointed Knapp- 
Shepard, New York, to direct its 
advertising and sales promotion. 
Direct mail and business papers 
will be used. 


Forms New Division 


Borg-Warner International Cor- 
poration has formed an industrial 
and utility section, with headquar- 
ters at 321 W. Lafayette Ave., 
Detroit. Claude Pitts, formerly 
general product manager of the 
appliance section, is in charge. 


McGowan to Humphrey 


George W. McGowan, formerly 
with R. D. Northrup Company, has 
been appointed production man- 
ager in the Boston office of H. B. 
Humphrey Company. 


KMPC Appoints Watson 


Michael Watson, formerly head 
of his own publicity organization, 
has been appointed advertising and 
promotion manager of Station 
KMPC, Los Angeles. 


a> 
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Rastetter Promotes 
New Magnesium Chair: 


Louis Rastetter & Sons, F rt 
Wayne, Ind., maker of fold og 
chairs and tables, is promoting its 
new magnesium chairs with cc py 
in American Funeral Direci»r, 
American Restaurant, Casket ¢& 
Sunnyside, Club Management, 
Fortune, Hotel Management, H. te} 
Monthly, Institutions, Retail ng 
Home Furnishings and Trailer 
— Direct mail also is being 
used. 


Two Accounts Name Long 

Western Mfg. Company, San 
Jose, has appointed Long Adver- 
tising Service, San Francisco and 
San Jose, to handle national ad- 
vertising, and California Dry 
Cleaners Association has appointed 
Long to handle its public relations, 


treasurers study The 
daily business D€w®> figures, reports, 


where the decisions are made. 
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Denver Chain 
Takes Fair Trade 
Fight to Public 


DEeNVER—The Piggly Wiggly 
grocery chain is taking its fight 
against fair trade and the Colo- 
rado Unfair Practices Act to the 
public, via newspaper advertising. 

Last week the chain bought a 
page in the Rocky Mountain News 
to shout: “Piggly Wiggly is being 
sued for pricing groceries too 
low!” 

Recounting that a suit was filed 
against the company on Nov. 10 
last year for alleged infraction of 
the state unfair practices act, the 
ad said: 

“We think you should be al- 


lowed to buy groceries at as low 
a price as your Piggly Wiggly 
grocer can offer them to you.. . 
We do not feel that forcing Piggly 
Wiggly to maintain higher prices 
constitutes ‘fair trade.’ What do 
you think? ... 

“Your welfare and ours is at 
stake. Please give this problem 
your serious thought. A letter 
from you giving us your opinion 
will be very much appreciated.” 


Adopts Used Car Code 


The Pittsburgh daily news- 
papers and the Better Business 
Bureau have adopted a code of 
fair play which will apply to all 
used car advertising. The code was 
worked out as a result of public 
complaints concerning the sale of 
used automobiles. 


Anderson Starts Agency 


W. G. Anderson has formed his 
own advertising agency, to be 
known as Anderson Advertising 
Agency, in the Atlas building, 8 E. 
Long St., Columbus, O. Mr. An- 
derson recently resigned as vice- 
president of a Columbus agency 
to organize the company. 


Artvogue Names Mendle 


Aubrey C. Mendle has been 
named director of advertising of 
Artvogue of California Corpora- 
tion, Santa Rosa, manufacturer of 
neckwear and sport shirts. 


Names Conner Agency 

The Conner Company, San 
Francisco, has been appointed to 
handle advertising’ for Hirsch & 
Kaye, San Francisco photographic 
equipment retailer. 


Texas Retailer 


Asks Customers 
for $10 Loans 


BROWNSVILLE, TEx.—The uncon- 
ventional still is the usual in 
Texas. 

Last week, Etchison’s, furniture 
and home furnishings store, ran a 
three-column ad in the Browns- 
ville Herald, saying: “We want 
to borrow $10,000. Will you lend 
us $10 of it?” 

The ad explained that “this is 
no hoax. .. We have an oppor- 
tunity to add several stperlative 
lines of quality merchandise at a 
time when our commitments are 
already large. We don’t want to 
sell stock to make this expansion. 


OT one, two or three—but many—decision- 
makers have the say on your product. Be 
sure you tell your story to all of them. 

Many advertisers go into only vertical publi- 
cations and hit specific industries. They reach 
the operating men, all right, but miss a good 
part of the higher echelon. 

Don’t ignore the top men because they’re on 
top. They have the final say. 

The most effective—most inexpensive way to 
reach these men is to advertise in The Wall 
Street Journal. 

Here’s a publication that really penetrates— 
to large and small business from coast to coast. 

Here’s a publication whose circulation—now 
over 120,000—has more than tripled in the last 
five years! But whose page cost per thousand is 
down 58% in the last five years! 

Here’s a daily—a national daily—a national 
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business daily that means business to company 
presidents, directors, managers, as well as 
purchasing agents, supervisors and foremen. 
And that can mean plenty of business to you if 
you'll advertise in it consistently. 

Where else does your advertising dollar buy 
twice as much today as five years ago? 

Nowhere, but in The Wall Street Journal. 

So if you want to talk to business and indus- 
try use The Wall Street Journal. It can’t be beat! 


PAGE COST PER THOUSAND DOWN 58% IN FIVE YEARS 


(Based on September 30 A. B.C. attained circulations) 


We do want to borrow $10 each 
from 1,000 of our friends who feel 
that Etchison’s fills a need in the 
valley. We will execute a note in 
your favor. . .” 

Said a P.S.: “If enough of you 
express $10 worth of confidence in 
us we make you this promise: We 
will buy the biggest stock of lamp 
shades ever seen in the Valley— 
we know where to get them ” 


Adds Botsford for West 


Botsford, Constantine & Gard- 
ner, San Francisco, has been ap- 
pointed to handle western adver- 
tising for the special products divi- 
sion of General Analine & Film 
Corporation, New York. Doherty, 
Clifford & Shenfield, New York, 
handles eastern advertising. 


Agency Incorporates 

Smith, Bull & McCreery, Holly- 
wood, has been incorporated after 
a partnership of four years. Offi- 
cers are Walter McCreery, presi- 
dent; Dick Smith, vice-president, 
and Frank Bull, secretary-treas- 
urer. Mr. Smith and Mr. Bull had 
been in partnership for 10 years 
prior to the time Mr. McCreery 
joined them in 1944. 
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In 
MERCHANDISING 
AND PROMOTION 


Advertisers get BONUS SERVICE 
from WMBD. Top rate promotion 
and merchandising such as Dealer 
Letters . . . Signs and Displays... 
Merchandising Publication . . . Per- 
sonal Contacts . . . Newspaper Ads 
and Promotion . . . help sell pro- 
grams AND PRODUCTS. 


“Outstanding skill and ingenuity” is 
the way Kroger terms it. Here’s the 
story as it appeared in BROAD- 
CASTING, December 22 issue: 


3 Stations Win Plaques 


For Promotion Activity 


tations, 
. Midwestern 8 
= Terre Haute, — i 
= leston, W- Va., an “— 
ts l., have been @ ye 
pm on -” Koutstanding ski 


for en day 
plaques * in exploiting + 


he con on — 
erg current advertisiné ca 
ae ok and all 27 stations © 
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REMEMBER—WMBD has 
a bigger share of the audience 


than all other Peoria stations 
combined! (Hooper Station 
Listening Index, Nov.-Dec., 


1947 


PEORIA 


CBS Affiliate © 5000 Watts | 
Free & Peters, Inc., Nat'l. Reps. 
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AS CUSTOMERS 
ECTIVE IN THEIR 
ERTISERS MUST 
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In New York, the Journal-American reaches more families 


than the next two evening newspapers combined. 


. . . andon Sunday, the Journal-American reaches 


as many city and suburban families as the combined 


overage of the other two full-sized Sunday papers. 


Ii NEW YORK, YOUR STORY STRIKES HOME IN THE 


gAmerican 
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NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Sivan Ad Agencies Join 


$5-10,000,000 Bracket 


(Continued from Page 1) 
Henri, Hurst & McDonald 
Hutchins Advertising Company 
Joseph Katz Company 
Lambert & Feasley 
MacManus, John & Adams 
McKim Advertising Ltd. (Can- 

ada) 

Peck Advertising Agency 
Pedlar & Ryan 

L. W. Ramsey Company 
Knox Reeves Advertising, Inc. 
Russel M. Seeds Company 
Swaney, Drake & Bement 
J. D. Tarcher & Co. 
Wade Advertising Agency 
Warwick & Legler 

Weiss & Geller 

Ward Wheelock Company 


The four Bozell & Jacobs Com- 


panies — Nebraska, Illinois, In- 
diana and Texas—now have 10 
offices, the most recent one in 
New York. Their over-all bill- 
ings €xpanded from $5,106,000 in 
1946 to $5,842,000 in 1947, due 
chiefly to new food and industrial 
accounts, and increased billings 
on Cribben & Sexton stoves and 
Leaf gum and other accounts. 
Staley Mills was a new account at 
the Kansas City office. 


24% Increase 


Emil Brisacher of Brisacher, 
Van Norden & Staff, California 
and New York, reported an in- 
crease of 24% over 1946, “due to 
acquisition of new accounts and 
larger budgets to meet competi- 
tion and the trend toward a buy- 
er’s market.” This agency showed 
a 28% increase in 1946 over 1945, 
and is rising rapidly toward the 
top .of the $5,000,000-$10,000,000 
bracket. In late 1947 it lost Mar- 
chant Calculating Machine _ to 
Doremus & Co. 

Caples Company, which had 
dropped from $6,800,000 in 1945 
to less than $5,000,000 in 1946, 
moved back into the “middle” 
bracket in 1947 with a gain of 
about 20%. The New York office, 
in fact, showed an increase of 
100%, as some western accounts 
were shifted here, while the vol- 
ume in Chicago, Omaha and Los 
Angeles gained only about 7%. 
Union Pacific, with $2,500,000, is 
the largest of the agency’s 28 ac- 
counts. 


terially. The percentage of our 
gross billing from new issue ad- 
vertising as compared to our total 
volume is less than it’s been for 
several years.” 

Dorland, Inc., with headquarters 
in New York—formed by a mer- 
ger of Pettingell & Fenton and 
Dorland International in Decem- 
ber 1944—expanded billings 26% 
to $6,180,000, said Atherton Pettin- 
gell. The total was divided about 
50-50 between domestic and for- 
eign business. In addition to offices 
in Paris and Brussels and two in 
London, Dorland reopened in 
Hamburg and Munich, and opened 
a new office in Berlin—probably 
the only American agency in that 
four-country managed city. 


Cecil & Presbrey joined the 
group with a sharp increase to an | 
estimated $6,000,000. James M. 
Cecil noted “substantial increases 
all along the line,” but an impor- 
tant factor was Philip Morris | 
cigaret’s sponsorship of two day- 
time network shows through this 
agency. 

DC&sS Still Rising 


Cockfield, Brown & Co. did not 
reply. The billings of the several 
hundred accounts handled by its 
four offices—Montreal, Toronto, | 
Winnipeg and Vancouver, B. C.— | 
are reported to have continued | 
well above the $5,000,000-mark. | 

Doherty, Clifford & Shenfield, | 
New York, still less than four 
years old, pushed its billings) 
above $5,000,000 in 1945, and| 
above $7,500,000 in 1946, but they | 
were still less than $10,000,000) 
last year. Largest of the agency’s | 
dozen accounts is Bristol-Myers. | 
More billings were handled in| 
1947 for General Aniline & Film, | 


| billings 


First Time on List 
Roy S. Durstine, Inc., New York, 


Chicago and Cincinnati, reported 
billings for the first time above 
$5,000,000, due to addition of new 
and expansion of old accounts, but 
gave no details. Serutan became 
a full-year factor. 
accounts: 
Avco Mfg., Red Rock bottlers, and 
part of Seagram Distillers. 


Other major 
Crosley division of 


Federal Advertising Agency, 


New York, moved “within hailing 
distance of the $10,000,000 mark.” 


Lever Brothers added Federal to 
its growing agency stable, for 
Breeze detergent and Harriet Hub- 
bard Ayer cosmetics. Other new 
accounts were Coffee Advertising 
Council, Stromberg-Carlson, and 
the new Gerber meats which be- 
gan tests late in the year, jointly 
paid for by Armour and Gerber. 
Federal has long handled Gerber 
baby foods. Super Market Insti- 
tute appointed this agency for a 
survey on public relations prob- 
lems, and American Thread re- 
turned to the fold. 


Status Quo 


Billings of Albert Frank-Guen- 
ther Law, including some public 
relations fees, remained unchanged 
at $6,745,000. The decline in fi- 
nancial advertising generally, fol- 
lowing the stock market break in 
September 1946, was compensated 
for by increased “general” busi- 
ness in the agency’s five offices. 

With a gain of 12%, Gray & 


virtually unchanged from 1946. 
John L. Johnston, president, noted 
“relatively minor variations on its 
accounts,” which total three: 
Lambert Pharmacal, Phillips Pe- 
troleum, and Pro-phy-lac-tic 
Brush. 

MacManus, John & Adams, De- 
troit and Baltimore—with Gen- 
eral Motors’ Cadillac and Pontiac 
cars among its dozen accounts— 
still did not quite reach the $10,- 
000,000 mark in 1947. Bendix 
Radio launched a $1,000,000 cam- 
paign. A year-end loss was F. L. 
Jacobs appliance division to Grant 
Advertising. . 


McKim Adds Accounts 


McKim Advertising Ltd., Can- 
ada and England, increased bill- 
ings about 25%, because of addi- 
tions to its list of several hun- 
dred accounts and expansion of 
old ones. 

Peck Advertising Agency, New 
York, billed more than $5,000,000 
in 1947. In the latter part of the 
year, however, part of its Schen- 
ley business went to Benton & 
Bowles. 

Pedlar & Ryan, New York, 
probably expanded its volume 
from $6,000,000 to $7,000,000, re- 
flecting the over-all expansion of 
Procter & Gamble. But Thomas 
L. L. Ryan would not be specific, 
other than to say that “we con- 
tinue in that bracket.” 

Because the Davenport office of 
L. W. Ramsey Company will not 
close its fiscal year, E. G. Naeckel, 
who succeeded the late Mr. Ram- 
sey as head of both the Davenport 
and Chicago organizations, said he 
could give only an estimate. The 
two combined probably were un- 
changed in 1947, at $6,500,000. 
Leading accounts include F. W. 
Fitch cosmetics and National Oats. 
Among additions were Victor Ani- 
matograph, Davenport, owned by 
Curtiss-Wright, and, at Chicago, 
Juice Industries of Dunedin, Fla. 


Probable Increase 


Knox Reeves Advertising, Inc., 
Minneapolis, New York and San 
Francisco, has not yet completed 
specific figures for 1947, reported 


its total, led by General Mills, 
moved toward $6,000,000 from 
$5,000,000 in 1946. 

Freeman Keyes, president of 
Russel M. Seeds Company, Chi- 
cago and Indianapolis, replied that 
billings continued on the $9,000,- 


Rogers, Philadelphia, moved above 
$5,000,000 in 1947. Edmund H. 
Rogers reported that this was “due 
to new accounts and increasing or 
maintaining full budget sched- 
ules.” The agency lists about 75 
accounts, both industrial and gen- 
eral. 

Henri, Hurst & McDonald, Chi- 
cago, would not indicate size of 
in 1947—saying merely 
that it had had “one of its most 
profitable years’’—but the volume 
is estimated to have continued on 
the $6,000,000 level. The agency 
lost Celotex, Fairbanks, Morse 
and Fred W. Amend candies, but 
Sherwin-Williams, Lane Company, 
Stewart-Warner and other ac- 
counts expanded. 


Philco Increase Helps 


Hutchins Advertising Company 
reported merely that it continued 
“over $5,000,000.” With sharply 
increased billings from Philco, 
however, including $4,500,000 in 


that company’s factory advertis- | 


/000 level. Brown & Williamson 
| Tobacco and Sheaffer Pen (radio) 
|are its largest accounts. 

Due primarily to the rapid rise 
of Kaiser-Frazer Corporation 
(AA, Dec. 8 and 15), Swaney, 
Drake & Bement of Chicago and 
Detroit stepped up its billings 
from $1,900,000 in 1946 to more 
than $5,000,000 in 1947. Other ac- 
counts of this agency (formerly 
Trade Development Corporation) 
include Carson Pirie Scott, Club 
Aluminum, Graham-Paige, Inger- 
soll Steel division of Borg-War- 
ner, and Trimz paper draperies. 

“No losses, no important gains,” 
said J. D. Tarcher & Co., New 
York. “Billing was only slightly 
up over previous year.” The Tar- 
cher total is estimated at about 
$6,000,000—primarily from Benrus 
Watch, Coty, Kinsey Distilling, 
|McKesson & Robbins, Personna 
blades, and White Rose foods. 


Large Radio Billings 
Wade Advertising Agency, Chi- 


including introduction of Glim|ing, Hutchins probably moved|cago and Los Angeles, continued 


soapless cleaner and other prod- | 
ucts, and DC&S has been ap- 
pointed to handle more Borden 
advertising and all of Esquire. 
William H. Long Jr., president 
of Doremus & Co., reported an 
over-all volume of “between $5,- 
500,000 and $6,000,000,” or about | 
the same as 1946 volume. Finan- 
cial advertising declined, but “our 
public relations and general ad- 
vertising business increased ma- 


into the upper half of the bracket. 
During the year it dropped Piper 


| Aircraft. 


Joseph Katz Company, New 
York and Baltimore, remained on 
about the $7,500,000 level in 1947. 
Among its largest accounts are 
American Oil, Ex-Lax, Charles 
Marchand hair products, and 
Maryland Pharmaceutical. 

Volume of Lambert & Feasley, 


New York, was $5,600,000 in 1947, 


to bill about $5,500,000 in network 
radio and nearly $7,000,000 alto- 
|gether. Largest of its dozen ac- 
|counts is Miles Laboratories. 
Warwick & Legler, New York 
}and Hollywood, expanded billings 
j}about 15% in 1947 to $7,000,000, 
and expects 20% more in 1948, 
reported H. Paul Warwick. Its 
‘largest accounts, in order, were 
| Pabst Brewing, Seagram Distillers, 
‘and Equitable Life. An important 


addition (from N. W. Ayer & Son, 
effective Jan. 1) is Farnsworth 
Television & Radio, which has be- 
gun to sponsor “Metropolitan 
Auditions of the Air.” 
Weiss & Geller, Inc., Chicago, 
and Weiss & Geller, New York, 
Inc., are separate but have a work- 
ing relationship. The Chicago cor- 
poration, said Edward H. Weiss, 
increased its volume 25% to an 
estimated $5,000,000. Volume of 
the New York corporation was 
virtually unchanged at $2,000,000. 
Total, $7,000,000. Monarch foods, 
among others, expanded, but Chi- 
cago lost Schwayder luggage and 
card tables. New York added 
United Distillers of America. 
Ward Wheelock Company, of 
Philadelphia, New York and Hol- 
lywood, replied merely that it 
continued in the $5-10,000,000 
bracket. Expansion of Campbell 
Soup, however, probably boosted 
its volume from $6,000,000 to $7,- 
000,000. Wheelock’s only other 
account is Whitman candies. 


Others Report 


Although 23 agencies either re- 
ported or were estimated to have 
billed between $4,000,000 and $5,- 
000,000 in 1947, the data on some 
of them were inconclusive. More 
specific were: i 

Ellington & Co., New York, 
which last September took over 
Cities Service from Foote, Cone 
& Belding, had a 26% over-all in- 
crease to about $4,000,000. 

Goodkind, Joice & Morgan, Chi- 
cago (affiliated with Raymond P. 
Morgan Company, Hollywood) 
was “just under $5,000,000.” 

Charles W. Hoyt Company, New 
York and Hartford, expanded 
from $3,600,000 in 1946 to $4,- 
200,000. 

LaRoche & Ellis, New York and 
Chicago, billed $4,000,000 in 1947. 
With larger expenditures planned 
for Necco candies and the addi- 
tion of Parade, new Quaker Oats 
mixes and Warner Bros. corsets, 
Chester J. LaRoche expects 1948 
volume to pass $5,000,000. 


‘Nearly $5,000,000’ 
Harry C. Marschalk of Mar- 


Wayne Hunt, executive vice-|schalk & Pratt, New York, said 
president, but continued in the|his company’s billings were 
$5-10,000,000 bracket. Probably | “nearly $5,000,000” in 1947. The 


M&P list includes Esmond blan- 
|kets, Flintkote, International 
|Nickel, Mengel furniture, Na- 
tional Lead, Esso Marketers 
(radio), Underwood Corporation, 
and U. S. Plywood. 

Meldrum & Fewsmith, Cleve- 
jland and Detroit, was “just under 
$5,000,000 for 1947,” replied Joseph 
|Fewsmith, “and we expect to be 
comfortably over that figure in 
1948.” Among M&S accounts are 
American Stove, Glidden Com- 
pany, Republic Steel, Seiberling 
Rubber, and Willard Storage Bat- 


| tery. 


Sugar Helps Miller 


Arthur 
Meyerhoff & Co., Chicago and 
Milwaukee, said that the agency’s 
total was “not quite $5,000,000.” 
Its list includes Wm. Wrigley Jr. 
Company and Illinois Meat. 

With more sugar and corn 
available, two major accounts of 
C. L. Miller Company, New York 
and Chicago—Curtiss Candy and 
Corn Products Refining—expanded 
in 1947. The agency’s billings rose 
20% to $4,500,000. 

Morse International, New York, 
continued at about $4,000,000. Vick 
Chemical is its principal account. 

The new agency, Robert W. Orr 
& Associates, New York—formed 
in November 1946 with Andrew 
|Jergens Company as its leading 
|}account—billed $3,500,000 in its 
\first calendar year. Orr’s radio 
_advertising on Jergens-Woodbury 
|started in December 1946 but it 
|did not take over space advertis- 
}ing on this account until last May. 
|Others include Dell Publishing, 
|Puck—The Comic Weekly, and 
Selznick Pictures. A year-end ad- 
dition was Evans heating equip- 


ment. 

Schwimmer & Scott, Chic: go, 
billed $4,500,000 in 1947—Ilary ely 
from Fox Brewing, Cong: ess 
Cigar, National Tea, Schu'ter 
Candy, Sealy Mattress and Wal. 
green Drug Stores. 


Hopes to Double in ’48 


That thriving and much-pub- 
licized young agency of Sullivan, 
Stauffer, Colwell & Bayles, New 
York and Hollywood, billed 34. 
500,000 in 1947, its first full ¢al- 
endar year, reported R. F. Sulli- 
van. But, he added, “1948 should 
be twice that.” Like older agen- 
cies, SSC&B experienced some 
“cut-backs.” American Petroleum 
Institute started in September, but 
billings on Lever Brothers did not 
begin until this year. SSC&B is 
handling Lever’s Lifebuoy and 
Silver Dust, as well as special ad- 
vertising for the  six-product 
“$100,000 fur coat contest (AA, 
Jan. 26), which began last month. 
Other accounts include Carter cos- 
metics, McCormick foods and in- 
secticides, Noxzema Chemical], 
Smith Bros. cough drops, and 
Whitehall Pharmacal. SSC& 
failed to get the Pall Mall cigaret 
account when its “Show of the 
Year” program did not material- 
ize. 

Billings of Tatham-Laird, Inc., 
Chicago, increased from less than 
$1,000,000 in 1946 to “between 


Meyerhoff of Arthur | 


$3,000,000 and $5,000,000” in 1947. 
This new agency added Bear 
Brand hosiery and Majestic Radio 
& Television, and had _ substan- 
tially larger billings from Bendix 
Home Appliances. 


Largest Year 


Without revealing figures, Ray- 
mond P. Locke said that Tracy- 
Locke Company, Dallas, had its 
largest year in 1947. The volume, 
he added, was comparable to the 
total billing of Tracy-Locke-Daw- 
son, Inc., New York and Dallas, 
in the last year prior to dissolu- 
tion of that corporation and or- 
ganization of the present corpo- 
ration. 

Wesley Associates, New York. 
billed $4,000,000 in 1947, from two 
score diversified accounts. ; 

William Von Zehle & Co., New 
York, which started with five ac- 
counts in 1944, now has 84, which 
billed more than $3,000,000 in 
1947 and are now at an “annual 
rate of $4,000,000.” In addition to 
“largest real estate billing in New 
York,” Von Zehle has a_ wide 
variety of other accounts. 

Because many agency execu- 
tives were inclined to generalize, 
and some, perhaps, even to ex- 
aggerate, our favorite respondee 
was Alfred J. Silberstein-Bert 
Goldsmith, Inc., New York, which 
was specific. Its billings rose from 
$2,726,119.27 in 1946 to $3,190,- 
676.17 in 1947. 


Rainier Launches Drive 


Rainier Brewing Company, 5a! 
Francisco, began a new camp: ign 
Feb. 16 for Rainier Club bee: to 
continue through the remail 
of the year, using newspaper: i 
California, Oregon, Nevada, 
Hawaii and the Philippines. Sup- 
porting the drive will be 1/0% 
showings of 24-sheet posters iD 
163 cities; 235 painted bullet 15, 
and an expanded schedule of r: (1 
spot announcements on net ng 
local stations throughout Rain: © 
selling territory. Buchanan & °°. 
San Francisco, is the agency. 


Schedules Wax Drive 


| Edward Hawes & Co., Toro 10. 
| has started a campaign for Ha /es 
| floor wax and lemon oil in ne vs- 
| papers across Canada. The ne \s- 

paper copy in British Colun )!4 
| will be backed by spot radio ."- 
|nouncements. A. J. Denne & ©: 
| Toronto, is the agency. 


Acomb Agency Moves 
| Robert Acomb, Inc., Cincinn 
_ has moved from 444 E. Fourth 
ito the St. Paul building. 
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large screen projection television 
unit in New York, and will unveil 
it soon in Los Angeles, plans a 
newspaper campaign this spring 
through George M. Hakim Com- 


Scandinavian Admen 
Form Association 


A Northern Federation of Ad- 
vertisers (Norske Annonsorsfor- | 


bundet) has been formed by the | 


of advertisers in 
Sweden, Norway and Denmark. 
Its objects are to stamp out un- 


desirable advertising, to exchange | committee, a committee on pub- 

information and to keep adver-|lications, and one on film adver- 

tising rates and costs down. tising, a principal concern of the 
The group has set up a working | federation. 


INDUSTRIAL STAGECRAFT 


) . 
<\o** DESIGNERS & PRODUCERS 


SILKSCREEN {conven CONVENTION { Psiicty yoo 
PRINTING )winoow.” DISPLAYS ) «iniatia"sn rime 
DISPLAYS. nywhere 


PHONE: FRA. 4260 = 3 DIMENSIONS — 180 W. RANDOLPH ST., CHICAGO, ILL 


thousand circulation in POPULAR MECHANICS 


because our readers—having the RM. Mind—read 


ads deliberately. 


* That means ANYTHING from shi 
shave cream...moccasins to motor 


... bus trips to bowling balls... cigars, 
photo film, wire recorders, topcoats, lug- 


gage, sunglasses, hair tonic, lawn 
klers, binoculars—a list without end. 


More than ONE MILLION circulation 


-+»more than 3.7 MILLION rea 


* terprise.”’ 
ly A new color film, “Shopping for 
a the Farm Factory,” picturing the 
er buying operations of the associa- 
1. tion, has been completed, supple- pany. 
menting a marketing film, “Mar- 
ket-Wise,” produced last year. 
Advertising is handled by Pa- 
b- cific National Advertising Agency, 
in. Seattle. 
rad 2,000,000 In Extra P F ‘ 
4,~ preg ai, Ss Siathandans Tradio to Advertise associations 
al- See I BRS e+ Tradio, Inc., Asbury Park, N. J., 
li- which last week demonstrated its 
ld 
n- 
me 
am 
ut 
is 
ind oa - icici 
d- ores ange sheen 
uct WASHINGTON CO-OP 
: = 0 se 
on. 
# TELLS RECORD—Washington Coopera- 
al tive Farmers Assn. has used this 1,000- © + 
nd line ad in 100 newspapers to tell the an t in 
public about its 1947 operations. Paci- 
‘&B fic National Advertising Agency, Se- y 
iret attle, handles the account. 
the 
ial- e 
~ | Washington Co-op men. 
n., 
nf’ Uses Newspaper 
een fe 
«i. Ads on Savings 
sear , , es 
dio SEATTLE — Tying institutional 
ie. copy to the annual report, Wash- 
its ington Cooperative Farmers As- 
sociation has taken 1,000-line space 
in 100 daily and weekly news- 
papers of the state with the copy 
tay- headlined, “$2,000,000 in extra 
wy- payments go to Washington Co-Op 
its embers.” 
ume, Simultaneously moving in to re- 
they flect the drop in grain prices, the 
aw- association took 220-line space in 
llas@ ‘the same publications with an- 
olu nouncement of an immediate cut 
or-@ in feed prices under the headlire: 
rpo- “Down go prices; Washington Co- 
Op leads in reflecting lower feed 
rork. prices.” The smaller advertise- 
two ment also called attention to the 
other on patronage refunds. 
New Earlier, at the annual meeting, | 
ace Harry J. Beernink, general man- 
hiche ger, said the “major value” of 
) ing the association “is its competitive 
nual influence in setting the pace for 
vn tof both price and quality in connec- 
Newg tion with farm products and sup- 
widely Plies.” The competitive influence, | 
he said, was of greater importance 
ecu-f even than the “savings of more 
lize, than $2,000,000 now being re- 
ex- ‘turned to members in patronage 
ndeejy vefunds.” 
Bert Total sales in 1947 exceeded 
rhich $39,000,000, placing this market- 
from ing and farm-supply cooperative 
100.- among the seven or eight largest 
in the nation. 
‘Co-ops Are a Challenge’ | 
| 
- As an example of the “competi- | 
>an i tive influence,” Mr. Beernink cited | 
‘ < he average refund of $4.26 a ton 
rder ’n members’ purchases of feed, 
rs in ind he added: “However, there 
ada, S$ no question in my mind that, 
Sup- vere it not for the competitive 
160% nfluence of the Washington Co- 
‘s iD Yp’s feed department § service, 
et ns, armers would have been paying 
ae rom $5 to $10 a ton more for 
> * nost feeds during the past six 
6 ionths. . . 
“Sure, co-ops are a challenge as 
ace setters. Farmers set them up 
x that purpose and the biggest) 
eason for their success is that! 
‘© to, o-ops offer values and services 
a ves vhich millions of people believe | 
we Ve~ re not forthcoming from other 
yaa nterprises. 
. = “The issue is not one of taxes, | 
ocialism or communism but one | 
f competition—and as some cap- 
ble business observers have 
ointed out, the question will be 
Ss ettled in the market place on the 
in sis of competitive efficiency, 
h vhich is in harmony with the 


\merican philosophy of free en- 
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36 
Belmont Promoted 


Robert Belmont, sales director 
of the wholesale division, has been | 
named national director of sales| chandising conference for retail- 
of S. Buchsbaum & Co., Chicago.|ers of. the Upper Midwest April 
Robert Keith has been appointed | 22, at the Hotel Nicollet, Minne- 
assistant sales manager. ‘ apolis. 


Plan Apparel Conference 


The Minnesota Apparel Indus- 
tries will hold an apparel mer- 


. versatile 


to SPARK your sales copy 


GRANT-JACOBY STUDIOS 


936 N. MICHIGAN AVENUE « MOHAWK 2055 « CHICAGO 11 


Launches First Campaign 


The first advertising campaign 
for Joe Mozel Golf Enterprises, 
Portland, Ore., will be launched 
in March in national golf trade 
publications. The first ad will ap- 
pear in Golfdom. George W. Mc- 
Murphey Advertising Agency, 
Portland, handles the account. 


Canter Joins WKNB 


Dan Canter, who formerly oper- 
ated his own advertising agency in 
Hartford, Conn., has joined the 
sales staff of Station WKNB, New 
Britain, Conn. 


Transfers Spafford 


Tyler Spafford has been trans- 
ferred from Grant Advertising, 
Chicago, to Grant’s Dallas office. 
'Monty Hurst has joined the Dallas 
office as copywriter. 


Olin Appoints Cronin 

Christian Cronin has been ap- 
pointed advertising and sales pro- 
motion manager of Olin Industries, 
| Inc., with headquarters in East Al- 
ton, Ill. 
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- It’s not hard work to present your sales message to the J , 
simply advertise in 


automotive service industry . 


First in paid circulation - - First in readership 
First in reader response 


103,500 Paid Circulation -- Largest in the Industry 


ONE REASON SO FEW RECOGNIZE OPPORTUNITY 
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Separate fe Drives . 
Launched by Thor 
for 3 Appliances 


Cuicaco — Thor Corporation 
yesterday ran a full-page adver- 
tisement on its Thor Gladiron 
ironer in the Chicago Tribune— 
|the opening shot in a big new 
three-part campaign for Thor’s 


three products. 
Next Sunday the Gladiron will 


be promoted in full pages in 35) 
| newspapers 


in major markets. 
|Following this will come similar 
\large-space newspaper copy for 


the Thor Automagic washer and | 


‘the Thor dishwasher, each having 
|its separate advertisements. 
| Next month the company con-| 


‘tinues the newspaper drive and 
‘opens a campaign 
‘the dishwasher getting the major | 


in magazines, 


FIRST FOR DISHWASHER—Thor Corp., Chicago, opens its first full-fledged 
drive for its Thor dishwasher with this spread in magazines and full-page news- 
paper ads. Thor's Gladiron and Automagic washer will have separate drives. Earle 


is the agency. 


| washer story in 1-2-3 form. The 
ads tell a complete ‘here’s how’ 

story both visually and verbally.” 

Thor Corporation is aggres- 
sively merchandising the new 
campaign. It has begun holding 
distributor and dealer meetings to 
explain the campaign and to place 
point-of-sale material. The latter 
includes blow-ups of the ads, win- 
dow streamers and a full-size tank 
type display unit which allows 
even the smallest dealer to set up 
the clothes washer and _ dish- 
washer side by side for “running 
water” demonstrations. 

Earle Ludgin & Co. here handles 
the account. 


Cooley Opens Office 


William T. Cooley, former di- 
rector of Kling Studios, New York, 
|and James J. Ricca, who has been 
associated with Mr. Cooley for 
/many years, have formed William 
T. Cooley & Associate, artists’ rep- 
| resentative, with offices at 480 Lex- 
ington Ave., New York. 


push with two-color spreads in | 
Better Homes & Gardens, Life and Barry-Walt to Waters 


The Saturday Evening Post. The) 
‘same three magazines will carry | 
page ads on the Gladiron and 
'Thor Automagic. 


Definite Market for Each 


Thor—formerly Electric House- 
‘hold Utilities Corporation — has | 
long had its dishwasher, but the | 
1948 spring drive for the first time 
gives the product its own separate 
‘boost. The separation was decided 
'on, despite the fact that both the 
| washer and dishwasher fit into the 
|}same tank or Automagic sink, be- 
|cause surveys indicate ‘“‘a definite 
market for each of these appli- 
,ances sold separately as well as in 
'a combination unit.” 

_ The Thor dishwasher ads will, 
| however, point out that the Thor 
|clothes washing unit can be added 
‘for only $49.95 and that the Auto- 
magic sink contains ample space 
for storing either unit when not 
|in use. The washer ads will pay 
‘similar respects to the dishwasher, 
which can be added for $69.95. 
Separately, the Thor dishwasher 
is advertised at $219.50 and the 
Automagic washer at $199.50. The 
Gladiron is fair traded at $99.50 
or “half the price of most other 
ironers.” 


‘Demonstration Ads’ 


All the ads will attempt pri- 
marily to show how the appli- 
ances operate. The dishwasher 
ads are considered by the com- 
pany to be “demonstrations” in 
print for consumers and dealers. 
| A Thor spokesman told AA “this 
is pretty much a natural for the 
dishwasher and the Gladiron, 
since consumers want and need 
full information on both. 

“Surprisingly enough, we have 
found this is also true of clothes 
washers of both the automatic and 
semi-automatic Thor type. De- 
spite wide publicity given them, 
women seem to want to know ex- 
actly how these washers work and 
thus we are giving them the Thor 


| 
| 


Barry-Walt, Inc., New York, 
manufacturer of men’s clothing, 
|has appointed Norman D. Waters 
& Associates, New York, to handle 
its advertising. 


DeLott Agency Moves 

Paul DeLott Advertising 
Agency, Cincinnati, has moved 
from the Dixie Terminal building 
to the Edwards building. 


PRINTING 


_WHITEHALL-— 


2300 


N IMPOSING group of successfu: 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en 
graving, printing and creative abilit) 
—all under one roof... Specially 
trained men are always on their toe: 
to serve you so well that you will com: 
back again. We can lighten your bu: 
dens—and at the same time produc: 
better and more profitable printin: 
for you—at a saving of time, troub/: 
and money. Phone Whitehall 2300 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehall 2300 


least i 
the la 
Roosev 
of W. 
ruling 
fice In 

In 1 
right t 
vertise 
aminer 
Compa 
to find 
rum i 
Munso 

Loss 
“New 
Virgin 
govern 
produc 


Gov 
operat: 
wards, 
pleted 
& Co. 
tor for 

“Gor 
with a 
reprod 
govern 
from 
Presid: 
Interio 
connot 
the pre 


pany ¢ 
tributi 
began 
son G. 

In ri 
traden 
noted 1 
over $ 
velopi1 
in con 


He 
that “ 
the gc 
which 
tity or 
the art 
be knc 

es 
under 
distrib 
a mar 
it wou 
the g 
ruled. 

Indi 
use th 
it may 
serted: 
the mw 
narke 
may i 
the gor 
litions 
vhose 
dentif 
lucer 
f ap 
from ¢ 
he su 
ceted 
nisrer 


Brus 
hat t 
nark 
n the 
isn’t b 
1otatic 


Fe OTN ies Ta ee eRe Stem ce ee Me EN eS I RM ge SM TIS ay tae 2k Rigs fies eG Nee Ciel ee SES. ARMM Sg No Iwan) 2 aa ES DS coe RG sae 
re ee a 3 RD ee I ee RN 7 Tae oe a Bee eyed 
Advertising Age, March 1, 1948 
if ee ae HB hc: po Comm 
iff Be | pe | (ia) Gov 
: m3 ty ae 
ry | oo oeP SSeS rat 
‘| | i i ee ee sg aes ee eee te 
ee es ee ee hnposotnaliotio atk Ps eee en = f \ 
" ‘ | * » . : Sewancseue Bees (508 Se | Se ee 
| ti br | Sadanuedda? % ape 3 Z 0 
. 4 FP nrg ay ? frre a 4 ‘ 
| r C £ | capers his] 2A" : G, 
g 4 ‘ | tpg tae (EES Te 
| Ce 4 | eT, ee) Dg Mi 
; a "a } gate —— "Pee ccoren a 
vi = _ x .~ zg terse House’ 
q. > Island 
7 
Bi 4 bis 
eee 
ES 
| 
: A > | pe ens Pa 
" Paso 9 “ a a 4 
si & ‘ a : - ‘ <9 — —EE 
os Y 4s » é 4 
ae ‘ * y ae. ai a 7 x 2 ae e 
a * ” 4 j eae wh Pe 
# AF = <s: 7 ts ‘ “s 
3 zo — ie . i 
. | =a a 
ue | + “oe 
' : Live : vs rum ¢ 
| ts oa “it is 
a ment.” 
; = 
ee 
j ‘ 4 : ee ae 
- 2 ‘ me 3 v a bes BS . ve 8 ¢ “ 
7 a ~s 3% 4 Bs ay a 
Reet L, ap ae FM AS AN 
hum Fo PRS : S a 
| 4 &) A > 4 
i — | 
a 
e, * 
«aby , ages 
t & 
Rs 
ee ‘ 
. as 
. = : ’ ia sr eh RI Fe aS to! i ; a " © ee Sm . " % PS St ee 
Chileno: DIGEST nec T OHIC — 
‘i gles b Bet ith Med alberto? abe | 
| 
F get ae di. : i Hi cay r ; a msde pga ey fiw a ou oe : * iF ; 7 wa . Lab “ ir ’ . “4 po =3 ne = = ‘ 2 


Advertising Age, March 1, 1948 


Gov't House Rum 


Trademark Goes 
to W. A. Taylor 


Virgin Islands Co., 
Government Agency, 
Must Find New Mark 


W ASHINGTON—‘“Government 
House” trademark for’ Virgin 
Island rum, which originated at 
least in part in the imagination of 
the late President Franklin D. 
Roosevelt, becomes the property 
of W. A. Taylor & Co. under a 
ruling last week by a Patents Of- 
fice Interference Examiner. 

In upholding the distributor’s 
right to a trademark he had ad- 
vertised and developed, the ex- 
aminer advised Virgin Islands 
Company, a government agency, 
to find another trademark for the 
rum it is now selling through 
Munson G. Shaw Company. 

Loss of the trademark climaxes 
“New Deal” efforts to bolster the 
Virgin Island economy through a 


governmentally developed rum- 
producing industry. 

Started in 1935 
Government distilleries began 


1935. Soon after- 


operation in 
wards, an agreement was com-_| 
pleted establishing W. A. Taylor | 
& Co. as exclusive U. S. distribu- | 
tor for the product. 

“Government House” brand, 
with a label including, in part, a 
reproduction of the Virgin Islands | 
governor’s palace, was developed | 
from a suggestion of the late 
President to the Secretary of the 
Interior that the product should 
connote “the double thought” that 
the product is “great-grandfather’s | 
rum come to life again” and that. 
“it is connected with the govern- | 
ment.” | 

In 1945, Virgin Islands Com- | 
pany decided not to renew its dis- | 
tribution contract with Taylor. It | 
began distribution through Mun- | 
son G. Shaw Company. 

In rvling that Taylor owned the | 
trademark, Examiner A. D. Bailey | 
noted that the firm had spent “well | 
over $200,000” in advertising, de- | 
veloping “very valuable good will” | 
in connection with the marks. 


Good Will Is Point 


He reminded the government | 
that “a trademark appertains to | 
the good will of the business in 
which it is used, not to the iden- | 
tity or reputation of the maker of. 
the article, whether or not he may | 
be known to the public.” 

“It has long been established 
under such circumstances that the | 
distributor’s right of ownership in 
a mark is no less exclusive than 
it would be if he manufactured 
the goods himself,’ Mr. Bailey | 
ruled. 

Indicating that Taylor is free to 
use the mark on other rums that 
it may distribute, Mr. Bailey as- 
serted: “For the same reason that 
the manufacturer of an article 
narketed under his own brand 
may improve or otherwise alter 
the goods to meet commercial con- 
litions, the owner of the mark 
vhose product was originally 
dentified with a particular pro- 
lucer may substitute like goods. 
f appropriate quality obtained 
from any other source, so long as | 
he substitute article is not mar- 
<eted in association with material 
nisrepresentations.” 


Cites Parallels 


Brushing aside the argument 
hat the brand name and trade- 
nark implied government interest 
n the product, he continued, “It 
isn’t believed that the use of this 
1otation as a trademark for any) 


product would lead the public to 
suppose that the United States 
government has sponsored it, any 
more than in the case of the mark 
‘White House’ for grocery prod- 
ucts, or ‘President’ for suspenders.” 

To the contention that “the pub- 
lic will sustain a serious loss,” 
Mr. Bailey explained that ‘the 
thing of vital importance in this 
case consists of the valued good 
will which has come to be asso- 
ciated with the marks through 
Taylor’s expenditures and com- 
mercial skill. 

“The proper alternative for the 
manufacturer (the government) 
would seem to be the selection of 
another mark, which might, of 
course, if appropriately utilized, 
ultimately surpass the original in 
value,” the examiner said. 


Appoints John Temple 

John C. Temple has been ap- 
pointed assistant sales manager of 
the houseware and dairy division 
of Geuder, Paeschke & Frey Com- 
pany, Milwaukee. 


Detroit Co-Managers 


for Cresmer & Woodward 


T. O. Ejichelberger, with Wil- 
liams, Lawrence & Cresmer for 20 
years, will be a vice-president of 
the new Cresmer & Woodward 
newspaper representative organi- 
zation, and will be co-manager of 
the Detroit office with Don A. 
Jansen, vice-president and for- 
merly with John B. Woodward, 
Ine. (AA, Feb. 23). 

Both WL&C and Woodward of- 
fices in Detroit will be used until 
enlarged quarters are obtained. 
The same is true in New York, 
where the Woodward offices are 
headquarters for the new com- 
pany. WL&C offices are being 
used in Chicago, Los Angeles and 
San Francisco. 


Adds Video Department 


Kling Studios, Chicago, has 
established a television division 
for the production and sale of 
television packages created and 
produced by the studios. The new 
department will be headed by 
ore Jackson, Jack Lieb and Fred 

iles. 


Phoenix Names Three 


Theodore Friedlander, vice- 
president and general manager of 
Phoenix Hosiery Company, Mil- 
waukee, has been elected presi- 
dent of the company, succeeding 
the late Herman Gardner. Frazier 
D. MaclIver has been named ex- 
ecutive vice-president, and Theo- 
dore Friedlander Jr., son of the 
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|new president and head of the 
sales department, has been elected 
to the board of directors. 

| 


‘Stationers Elect Held 
| Herbert F. Held, Blackwell- 


| Wielandy Company, has been 


| elected president of the Wholesale 
| Stationers Association of the 
'U. S. A. 


Genuine photographs manufac- 
tured in quantity at little 
* tg than letter-press in 
any size ... get full 
%e particulars from 


“’ PyoTo-MATIC Co 


So. Wabash Ave. Fine Arts Bldg. . CHICAGO 5, ILL, 


Phone HARrison 2770 


For Productive Results— 
Advertise 


In TSN 


With the December Business Paper edition of Standard Rate & 
Data, Transportation Supply News launched a year's advertising 
program of three ads in each issue, in the following sections: 


Motor Truck 
Materials Handling 
Railroad 


Here are reproduced the three different Standard Rate & Data 
advertisements which all reflect how your advertising in Trans- 
portation Supply News will assure you of tangible results—worth 
while inquiries that you can convert into sales. 


Refer to Standard Rate & Data, or write us direct for complete 


details. 


Transportation Supply News is affiliated with: Traffic 
World weekly; Traffic World Daily; Traffic Bulletin 
weekly; World Ports, and the College of Advanced 


Traffic. 
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Frietsch Rejoins Jones 


William Frietsch Jr., formerly 
media director in the Chicago of- 
fice of McCann-Erickson, has re- 
joined Ralph H. Jones Company, 
Cincinnati, as director of research 
and media. 


They're to be found in the building 
supply industry right now. But, you've 
got to know “pay dirt" when you see it. 


Marshall Gets Award 


The Philadelphia Club of Print- 
ing House Craftsmen has awarded 
its annual “Share Your Knowl- 
edge” gold medal to Dr. Roy K. 
Marshall, science editor of the 
Philadelphia Bulletin and an as- 
sistant director of the Franklin 
Institute in charge of astronomy 
and seismology. The presentation 
was made at the club’s 38th an- 
nual banquet. 


Two Join Hicks Staff 


Norman Brenner and Barbara 
Haldeman have joined Lawrence 
Boles Hicks, Inc., New York, as 
art director and assistant classi- 
fied director, respectively. 


Prugh Advanced 


Harry Prugh, personal assistant 
to Arthur T. Gormley, business 
manager of the Des Moines Reg- 
ister and Tribune, has been named 
assistant business manager. 


For over 23 years, 


in this rich market .. . 


WDBJ has been 


the leading radio station in Southwest 


Virginia. It’s the pioneer radio station 


and WDBJ 


is number one in listener loyalty, too! 
That's why WDBJ advertisers find their 


per-sale advertising costs low. 


WDBJ alone covers Roanoke and most 


of Southwest Virginia. 


Ask Free & Peters! 
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1941 10 1947 
1941 1947 
Total Consumer Toto! Consume 
Spending Units 39. 287,000 46,300,000 Spending Uni’ 
4630000 
1664000 
OVER 15,000 1,.$64.000 OVER 16.000 
11,676,000 
10,502,000 
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THE MORE THE MONEYED—How economic classes have shifted since before the war, and acquired greater spending power, 
is shown in these three new charts by Arno H. Johnson, J. Walter Thompson Co. Earlier charts on the same subject were shown 


Portland Bakery 
Plugs Freshness 
in New Ad Push 


PorTLAND, ORE. — Transcribed 
radio spots with sound effects of 
delivery trucks rushing fresh mer- 
chandise to the 16 Ann Palmer 
retail bake shops here feature the 
bakery chain’s new “nine, noon 
and three” ad campaign. 

Newspaper copy in nine local 
papers dramatizes the freshness of 
the company’s products with car- 
‘toon figures representing nine, 
noon and three o’clock deliveries. 

Locations of the Ann Palmer 
neighborhood stores are carried in 
newspaper ads, repeated in three 
radio spots and included in direct 
mail pieces to housewives in each 
store’s market area. 

Point-of-sale material includes 
miniature sign boards listing daily 
meal suggestions and posted prices 
equal to those of competition. 

House & Leland Advertising 
handles the account. 


Retires as Editor 

Arthur C. Carruthers is retiring 
as editor of Safety Engineering, 
published by Alfred M. Best Com- 
pany, New York, but will remain 
as consulting editor. Harry Ar- 
mand, managing editor, will suc- 
ceed Mr. Carruthers as editor. 


Joins Detroit Agency 
John C. Hartsuff has joined the 


research department of Brooke, 
Smith, French & Dorrance, De- 


troit. 


We don’t need to put on a circus to 
draw a crowd. Our 100% service con- 
tent, devoted entirely to better living 
in better homes, draws over 3,000,000 
husbands and wives who pore over our 
book, cover to cover, ads and all. They 
have the money to spend for the things 
they find there. Better look into Better 
Homes & Gardens! 


AMERICA’S FIRST SERVICE MAGAZINE 


"Buyer's Market’ 
Not Like 1940s, 
Johnson Assures 


CoLorapo Sprincs— The “buy- 
er’s market,” alternately viewed 
as the sawdust trail to a revival 
of salesmanship and the harbinger 
of the dreary days of the thread- 
bare ’30s, received a new exposi- 
tion here last week by Arno H. 
Johnson, vice-president and di- 
rector of media and research of 
J. Walter Thompson Company. 

He thinks the buyer’s market 
means a closer balance with sup- 
ply and demand, but believes that 
“it is a buyer’s market of far 
greater potentialities than any we 
experienced prewar.” He spoke 
before a sales meeting of Fox- 
Vliet Drug Company here. 

In support of this view, he 
showed that: 

(1) National productivity is 
50% higher than it was in 1940; 

(2) There is a 51% potential 
increase in the American standard 
of living compared to 1940, even 
allowing for higher taxes and a 
60% increase since 1940 in basic 
living costs; 

(3) There are 14,000,000 more 
people, in round numbers, in the 
U. S. than in 1940, and 4,500,000 
more families, and population is 
increasing at about 225,000 a 
month, the equivalent of adding a 
city like Omaha or Syracuse to 
the market each month; 


Tells Vets’ Job Situation 


(4) Since 1940 about 6,000,000 
persons have migrated from rural 
to metropolitan areas; ’ 

(5) Some 14,175,000 male vet- 
erans of World War II have been 
added to the market, their tastes 
and purchasing habits profoundly 
influenced by wartime experiences 
and associations. Of the 12,681,000 
male veterans classified in the 
labor force, 95% are employed, 
93% in non-agricultural indus- 
tries (where in 1940, agriculture 
had 28% of the male labor force); 

(6) There are nearly 13,000,000 


more civilians in non-agricultural 
employment than in 1940; 

(7) The Federal Reserve Board 
| figures show an 86% increase in 
| average weekly earnings of non- 
| agricultural employes since pre- 
war, and with 33% more people 
;employed in non-agricultural 
| work, this indicates an increase of 
|148% in money income — far 
| greater than cost of living rises. 
| Income shifts have been start- 
ling, he points out, with four and 
| one-half times the number of con- 
/sumer units with annual incomes 
|}over $2,000 as in 1935-36, and 
| double that of 1941. 

Mr. Johnson told the drug sales 
|meeting that the relation of in- 
/creased income to drug-purchas- 
jing was evident from a Depart- 


ment of Commerce study made in 
1941, which showed that drug 
purchases rose rapidly as fam- 
ilies moved into higher income 
brackets. 


Launches Ad Woman 
of the Year Contest 


The Council on Women’s Ad- 
vertising Clubs, Advertising Fed- 
eration of America, New York, is 
seeking the advertising woman of 
the year, the ad woman who has 
contributed the most during her 
career to the growth and develop- 
ment of advertising and the people 
in it. The award will be made at 
the annual convention of the AFA 
in Cincinnati, June 13-16. The 
contest began March 1 and all 
nominations must be received by 
April 15. 


Opens Dallas Office 


Blacksmith-Hamilton Company, 
radio station broker, has opened 
a Dallas office. Already located in 
Washington and San Francisco, 
the firm proposes to handle trans- 
actions within a 400-mile area of 
Dallas from its new office, which 
is under the resident managership 
of Clarence M. Wilson and Phil 
Jackson, former owners and oper- 
ators of Station WTMC, McAles- 
ter, Okla. 


Sponsors Sportscasts 

The Chevrolet Dealers Associa- 
tion of Philadelphia is sponsoring 
sportscasts by Bill Campbell three 
times a week over Station WCAU, 


Philadelphia, for 45 weeks. Gray 
& Rogers, Philadelphia, is the 
agency. 


Look (6 lle 


in the basic sources 


OF MARKET INFORMATION 


ke Aeceetidi Age's 
SONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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Circulation 
Control Called 
Primary Need 


“oRONTO—“The degree to which 
a Dusiness publication is directed, 
on either a paid or free basis, to 
the industry, trade or profession 
_, . for which the publication is 
ed ted, will in largest measure 
de‘ermine the extent and degree 
of readership.” 

So said George O. Hays, general 
menager of the Penton Publishing 
Company, Cleveland, in a recent 
address before the Canadian Cir- 
culations Audit Board at its an- 
nual meeting here. 

Without strict distribution con- 
trol, he asserted, a business pub- 
lication cannot obtain a high de- 
gree of readership. While admit- 
ting that a publication must build 
up and maintain readership 
through editorial and advertising 
performance, still “the publica- 
tion needs controlled, selective dis- 
tribution to succeed.” 


Control Is Primary 


Mr. Hays insisted that the ques- 
tion of whether a publication jis 
paid or free is secondary to cir-_| 
culation control. “There are paid 
circulation publications never 
taken out of the wrapper just as 
there are free circulation publica- 
tions never taken out of the wrap- 
per,” he asserted. 

“True,” he declared, “the pub- 
lishing industry cannot be proud 
of the history of the earlier free 
circulation publications, except in 
the ultimate results .. . they died 
from lack of value to readers and 
advertisers. But over the years, 
the history of.the majority of paid 
circulation publications was much 
the same and for similar reasons 
—failure to obtain effective read- 
ership due to a combination of 
content and lack of circulation 
control.” 

Whether the subscriber, the sub- | 
scription price and sales effort! 
control a business paper’s circu- | 
lation, or whether the publisher | 
distributes the publication within | 
its well-defined sphere of interest | 
on a free basis, or part free-part | 
paid, is a problem for the individ- | 
ual publisher, he said. | 


‘Audits? Of Course’ 


“Buyers of advertising in busi- | 
ness publications,’ Mr. Hays con- 
tinued, “want circulation audits 
just the same as investment buy- 
ers want financial audits. But they 
are getting fed up with the Vic- 
torian idea that a business pub- 
lication must be paid for to be 
read, and just as much fed up 
With the contrary idea that free 
circulation is more effective than 
paid,” 
In time to come, he concluded, | 
space buyers will demand more | 
information on “who reads what,” | 
buying power of the readership, | 
unit coverage and the extent of 
penetration in the larger units— | 
the latter to help them decide 
Whether they are reaching the 
Suving power of companies or. 
Only the personal buying power 
ft ndividual readers. 


Clifford to Retire 


Le . B. Clifford, who for the past 
‘1 years has been manager of the 
Ch cago sales division of Stand- 
ac Oil Company (Indiana), will 
fet re on March 26. He has been 
Wih the company for 33 years. 
wt Clifford will be succeeded by 
. B. McFarland, manager in 
Huron, S. D. H. J. Kaufman, as- 
is ant manager in Milwaukee, 
Wl | sueceed Mr. McFarland, and 
’. H. Lindmark, sales promoter 
the general office in Chicago, 


W] 


1 | succeed Mr. Kaufman. 


Ni omes Hixson Agency 

,- eptune Storage Company, New 
Ro -helle, N. Y., has appointed | 
Hi <son-O’Donnell, New York, to| 
‘a.dle its advertising. 


APO: As 
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Chatco Steel Names 2 


Chatco Steel Products Ltd., To- 
ronto, has appointed W. E. Algie 
as vice-president in charge of 
sales, and V. O. Hipwell, sales 
manager of the automotive divi- 
sion of Canadian Top & Body Cor- 
poration. Mr. Algie will direct the 
sales activities of both the parent 
and subsidiary companies. 


Appoints Don McKim 

Don McKim, formerly promo- 
tion manager of Station CKWX, 
Vancouver, B. C., has joined the 
program division of All-Canada 
Radio Facilities Ltd., Toronto. He 
will be in charge of publicity, 
promotion and advertising. Mr. 
McKim will be succeeded at 
CKWX by Joe Midmore, for- 
merly continuity editor at the 
station. 


Riggio Promotes Regents 


Riggio Tobacco Corporation, 
Brooklyn, through Ridgway, Ferry 


Ellingwood Appointed 

Lloyd Ellingwood, for 14 years 
advertising and sales promotion 
director of the Toledo Scale Com- 
pany, has been named director of 
the long range program of the 
Millers’ National Federation of 
the National Association of the 
Flour Milling Industry, Chicago. 
The program includes consumer 
advertising, publicity and educa- 
tional activities designed to in- 
crease the per capita consumption 
of wheat flour. 


Joins Vickers & Benson 


E. A. Seaborn, formerly public 
relations director of the Canadian 
Weekly Newspapers Association, 
has been named an account execu- 
tive in the Toronto office of 
Vickers & Benson. 


Two Name Montgomery 


Davis Caser division of Bruening 


| Products Corporation, Rochester, 


& Yocum, New York, has launched N. Y., has named Richard G. 
an advertising campaign for Re-| Montgomery & Associates, Port- 


gent cigarets in Collier’s, Life and 
The Saturday Evening Post. 


| land, Ore., to handle the advertis- 
|ing of its automatic bottle caser. 


Trade publications will be used.| pany, Portland, manufacturer of 
The agency also has been ap-|an exercising device for develop- 
pointed to direct the advertising| ing the strength and flexibility of 
of Underwood Manuflex Com-| hand muscles. 


REASON WHY 


People in Kansas and adjoining states 
depend on farming for a living. That's 
why we've programmed to their needs 
for 24 years. And it's why they buy 
WIBW-advertised goods. 


TheVoiceosKansas 
jn TOPEKA 


ANY WAY YOU 


FIELD & STREAM 


Use this yardstick to compare 
Field & Stream with any other 


sportsman’s magazine! 


* CIRCULATION 


¢ EDITORIAL CONTENT 


¢ ADVERTISING LEADERSHIP 


IS AMERICA’S 
NUMBER ONE 


SPORTSMAN’S 


_ MAGAZINE 


* DEALER INFLUENCE 

¢ INCOME OF SUBSCRIBERS 

¢ READER DESIRE STUDIES 

* READER SERVICE . 
* READER RESPONSE 


* PUBLISHING LEADERSHIP 
* EDITORIAL STAFF 
* PRESTIGE 


¢ SALES RESULTS 


The most important measurement of any 
magazine is—''sales results.'' Sales results 
is the reason more advertisers used more 
space in Field & Stream in 1947, and for 
the past 37 years, than in any other 
sportsman's magazine! 
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Ponderosa Pine Elects 


Ponderosa Pine Woodwork has | 
elected Frank Stevens, Ideal Com- | 


pany, Waco, Tex., president. Other | E C ° 

fficers elected are T. L. O’Gara, { 

‘Wiredinaeeas Sales Company, St. as ern ampaign 

Paul, vice-president; Arthur Han-| 

sen, Huttig Mfg. Company, Mus- | 

catine, Ia., secretary; Arthur = for Pre-Fab Homes 

Mohring, Edw. Hines | 

Cc , Chicago, treasurer, and | te 

EW. Ruddick, rs Aisle manager. | Will Spend ‘Hundreds 
of Thousands’ to Plug 
| Enameled Steel Models 
| Cotumsus, O.—Lustron Cor- 
/poration will spend “several hun- 


.% ? ‘dred thousand dollars” in a major ; 
F ‘advertising drive to introduce the|be finished in various paste] 


‘first model of its new porcelain- | shades and is to be radiantly 


| 


|in mid-April. 

| The company, which will pro- 
'duce the homes on an assembly 
‘line basis, will use pages in dailies 


presidents 
any Mh cask 
S WwW c s us some 60 eastern and midwest- 
ern cities, with the initial ad in 


Th at _ ‘the form of a progress report by 


the company president, 

f |Strandlund. Copy will detail Lus- 
NATIONS 
AUS/NESS 


spread in Life. The company plans 
to complete its dealer appoint- 
ments shortly after the initial 
break, and will follow up the 
opening drive in June with test 
copy announcing the availability 
of Lustron homes. 


‘enameled steel houses, beginning | heated by a compact oil burning 


Car] | 


a | 


homes are not temporary struc- 
tures designed to take advantage 
of the nation’s desperate need for 
housing, but rather quality homes 
which represent many new de- 
velopments. 

The first model to come off the 
assembly line is a five-room, one- 
floor, porcelain enameled § steel 
house to retail at about $7,000. 
The building is said to be fire- 
proof, rust-proof and_ termite- 
proof, with built-in dressing table, 
book shelves, cabinets, closets, and 
a sink with an enclosed combina- 
tion dish and clothes washer. 


Use Pastel Colors 
Interior of the first model will 


unit set in a kitchen cabinet, with 
fiber glass insulation to keep the 
house warm in winter and cool in 
summer. 

Use of the enameled steel 
throughout will mean an end to 
paint and repair bills during the 
lifetime of the home, according to 
Mr. Strandlund, since the finish 
‘will not fade or crack and is said 
to withstand the hardest blow. 

Like the automotive industry, 
Lustron plans to produce a new 
model house every year. Dealers 
have contracted for all of the 17,- 
000 houses which Lustron expects 


| estimates 


to produce this year, and for half 
of the 45,000 homes which Lustron 
it will produce next 


FOR SHASTA SHAMPOO—Shown above is one of four of the barns used to 
store some 38,000 packed mail bags prior to Procter & Gamble's introductory 
mailing of 11,000,000 samples of its new Shasta shampoo. 


Mail 11,000,000 
Samples of New | 


P&G Shampoo | 


Nevapa, Ia.—Procter & Gamble’s | 
new Shasta shampoo made an im- | 
pressive debut recently when 
11,000,000 samples of the product. 
were shipped from here. 

Although Procter & Gamble 


tron plans and aims. 
Late in April, the same ad, with 
/s The hoT book 
m The business 


altered layout, will run as 
fila . 


| Not Temporary Structures 

On the heels of the test drive 
in several representative markets, 
Lustron will run “now-we-can- 
take-your-order” advertisements 
in Life and several other con- 
| sumer magazines which have not 
| yet been selected. 
| Theme of the drive thereafter 
‘will be the idea that Lustron 


as a Successful _ 
_ Advertising 
Premium > 


Advertising Age, November 17, 1947 
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3222 W. Cermak Road 
Chicago 23, Illinois 


* Reg. U.S. Pat. Off. 
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Ordered in One Week 


(Your clients will 
be interested) 


PLASTIC BALL POINT PEN 
and KEY CHAIN COMBINATION 


colorful, plastic ball point pen 


and key chain combination 
appealing to every member of the 
family. Easily and permanently im- 
printed with advertising message. 


“natural” for your accounts 


who desire to stimulate consumer 
response. Can be self-liquidated 
for 25c cents in the mail. 


PLASTICRAFT 


SPECIALTIES 


| year. shied away from publicity over 
the mailing, the Chicago & North 
Plan New Model for 1949 | Western Railroad willingly told of 
Engineers are already at work | “the largest mail job the railroad 
(on the 1949 model, and at the|has handled in its 100 years of 
| same time first units of machinery existence.” 
)and equipment costing more than, Preparation of the mailing list) 
| $6,000,000 are now being bolted required more than a year, and | 
into place in the plant’s 1,000,000-| the addressing of labels involved | 
‘square-foot plant. 'more than 800 typists. Each | 
| Lustron was formed as a di- | sample box was folded and packed | 
| vision of Chicago Vitreous Enamel individually, and the project re- | 
_Products Company. It announced quired every available bit of stor- | 
| late in 1946 that it would produce | age space in Nevada. 
bye porcelain enamel steel reser 
| 


The samples filled 38,000 mail | 
sacks, weighed about 3,000,000. 
| pounds, occupied 70 mail and bag- | 


if it were successful in obtaining 
use of a surplus war plant. 
Late in 1946, the RFC turned | gage cars, necessitated use of 10 
_down a Lustron request for a loan,| trucks .to transfer the samples 
but in February, 1947, decided to from storage to car, and the ship-| 
grant the company $12,500,000,| ping alone required the services | 
although it did not yet have ajof 700 people. 
Happiest beneficiary of the gar- | 


| factory | 
gantuan project was Clinton _ 


Made Peace With Unions bre 
: 'Price, Nevada postmaster. An ad- 
Last fall a major obstacle to|yance check of $333,000 from the 


production was removed when | Reuben H. Donnelley Corporation | 
'Lustron and three AFL building | to cover mailing costs was equiva- | 
_ trades unions agreed on prefabri- | 


| other products. They have 10 billion 


| newspapers and magazines. Through 


| ket. For full details write Interstate 
| United Newspapers, Inc., 


| preferences of Negroes from coast to coast, 
the only sty 
| for this free information. 


fent to the post office’s entire busi- 
ness last year. It also boosted the 
office from third class to first class 


|/—and means a healthy salary rise 


for Mr. Price when. the post office 
gets its new classification in July. 


Corbin Joins Shapiro 
Nathaniel Corbin, recently re- 
leased from the Army Air Force 
and prior to that New York whole- 
sale paper distributor, has joined 
the sales staff of Shapiro Paper 
Corporation, New York. 


WHY OVERLOOK 
10 BILLION $35 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 


dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 


them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 


S45 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 


N OTE: We now have facts compiled by 
® Research Co. of America on brand 


of its kind ever made. Write now 


|cated production techniques, and | 

in December Lustron appointed | «yy 

‘Leo Burnett Company, Chicago,| /~ 

| to direct its account. | 

| The Columbus plant will em-| j 
It has one of | | 


| ploy 7,500 persons. 

‘the world’s largest batteries of | | 

|porcelain enameling furnaces as | 7 

well as gigantic presses. E 
First of a series of sample || 

/ houses will be erected early in| 

| April in New York, as a joint pro- | 

| ject of Lustron and the Society of | 


This 
24 pg. book 


‘Illustrators. The latter will co- 

/operate in the promotion, and will | tells how 
| give the house away in a drawing. - 

| « beta National 


| 
i 
Names George Morden | 
| & 
George F. Morden has been ap-| | 
pointed head of the radiotron sales 
division of Canadian Marconi 
Company, Toronto. He was for-| 
merly with the Marconi broad- 
cast station equipment sales de- 
_ partment in Montreal. 


NBC Advances Johnson 


Arnold Johnson has been pro- 
moted from assistant manager to 
manager of the NBC central di- 
vision network sales service de- 
partment, succeeding Edward 
Stockmar, who has been made an | | 
account executive. Mr. Johnson | | 
makes his headquarters in Chi-| 
cago. 


Gardner Adds Account 


Liquor Store & Dispenser, New | | 
York, has appointed the Fred! 
Gardner Company, New York, to| 
handle its advertising. 


Advertisers 


LOCALIZE 


for selling 


ACTION 


Pian ha 


Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. 


“QUALITY NEON AND FIUVORESCENT SIGNS 


3500 NEON AVENUE 
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DuMont Network 
Expected to Break 
Even This Year 


New York—DuMont’s television 
network, which operated at a loss 
of $1,000,000 during 1947, expects 
to reach the “break even” point 
this year, according to Dr. Allen 
B. DuMont, president of the Allen 
B. DuMont Laboratories. 

Dr. DuMont made the statement 
in an address before the Ameri- 
can Television Society. He re- 
vealed that the manufacturing di- 
vision of the company fared well 
last year with a gain of $1,750,000. 

To support his prediction of bet- 
ter things to come during 1948 for 
telecasters, he said the revenue of 
DuMont’s New York outlet, 
WABD, was up to $50,000 for De- 
cember, 1947, as compared with 
$7,000 for June, 1947. 

Dr. DuMont added that his net- 
work hopes to get in the black 
simply by adding advertisers 
rather than by increasing rates. 
“However, it remains to be seen 
whether or not this can be done,” 
he said. 


Warns AT&T on Rates 


The video pioneer predicted 
that television will have the larg- 
est growth of any industry in the 
country during the next year and 
within five years will be among 
the first ten in the nation.- 

A word of warning by inference 
went to the American Telephone 
& Telegraph Company, which is 
expected to announce rates for 
video use of its coaxial cable soon. 
Should the rates set up by AT&T 
be prohibitive, Dr. DuMont said, 
television networks may be forced 
to set up their own radio relay 
systems—even at a large initial 
investment. (The $40 per circuit 
mile per month rate filed with the 
FCC and subsequently withdrawn 
by AT&T last year was considered 
out of line by many broadcasters. ) 

Dr. DuMont cautioned the in- 
dustry against trying to sell sets 
with too small screens. “Nine to 
12 inches is the minimum size re- 
quired for advertisers who want 
their entertainment to compete 
with the movies,” he said. ‘You 
must have a picture of a sufficient 
size if people are going to sit 
around in their living room and 
enjoy it.” 

He said the industry would suf- 
fer from the reduction of set 
prices made at the expense of 
quality—which has been the case 
in some instances of price de- 
creases to date. 


Canadian Ad Linage 
Shows a 20% Gain 


The Canadian Daily Newspapers 
Association reports that national 
advertising in Canadian daily 
newspapers showed a gain of 
82.5% for December, 1947, over 
the same month in 1946. The in- 
crease in total advertising during 
the month was 20.5%. 

All advertising in daily news- 
papers during 1947 was 20.1% 
higher than in 1946. By classifica- 
tion the increases were: national, 
Oa classified, 22.8%, and local, 

. O. 


G-E Maps Fan Campaign 

General Electric Company, 
Bridgeport, Conn., will launch a 
i in campaign, starting March 31. 
Mat books, window streamers, dis- 
Pays and fan catalogs and folders 
Will be available to dealers. The 
Company, which found through 
Surveys that fans are sold on the 
tilrd day of a hot spell, will offer 
key city advertising on the third 
and fourth days of the summer’s 
initial heat wave in 219 news- 
papers in 209 cities across the 
country. 


Barnard Appoints Lange 
Gerald E. Lange has been ap- 

vointed sales manager of the metal 

combination window division of 


Shineman Moves Up 


Edward W. Shineman, who has 
been with Beech-Nut Packing 
Company, New York, for 44 years 
and has been vice-president and 
treasurer for the past decade, has 
been elected chairman of the 
board, succeeding the late F. E. 
Barbour. Franklin L. Fero, former 
assistant treasurer of Beech-Nut, 
succeeds Mr. Shineman as treas- 
urer. 


- . ’ 
Perkins Joins ‘True 
Dennis J. Perkins, former mer- 
chandising and promotion mana- 
ger of Esquire, New York, has been 
appointed advertising promotion 
manager of True, New York. 


Sponsors Cardinals 

Ford Motor Company and Ford 
dealers of St. Louis will sponsor 
the television broadcasts of the 
St. Louis Cardinals baseball games 
over Station KSD-TV, St. Louis. 


Stocks Lower, 
‘Spirits’ Finds 


New Yorx—The 60-day volun- 
tary shutdown of distillers re- 
sulted in a reduction in industry 
stock of beverage spirits of 28,- 
000,000 gallons, Spirits reports. 

The business paper says use of 
grain by the industry during No- 
vember and December totaled less 
than 1,000,000 bushels for both 
months, as against normal grain 
use of 4,000,000 bushels monthly. 

Whisky stocks continue in good 
shape, however. In 1947, 141,- 
131,171 gallons were produced, 
some 7,000,000 gallons more than 
in 1946, a year of grain allocations 
and restrictions. In 1947, reduced 
consumption cut the amount of 
whisky withdrawn from stocks to 
57,760,226 gallons, compared to the 
64,060,356 gallons which were 


withdrawn in 1946. 

Whisky stocks at the end of 
1947 totaled 456,366,397 gallons, 
compared to 391,612,941 at the 
end of 1946. During the last half 
of 1947, distillers re-distilled 6,- 
718,013 gallons, 80% of it during 
the shutdown months. 


ADVERTISING 
100 E. Ohio St., Ch 


AGE 
ago 11, Illinois 


0! . 


—540.N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 


O14. OELAMARE 


res 


Printing 


of printin 


A 


LUTHER C. ROGERS 

Board Chairman and 

Management Advisor 

L. C. HOPPE 

Vice Chairman 

and Managing Director 
A: KR. SCHULZ 
President and 

P Director of Sales. 
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‘ne Barnard Company, Buffalo. 


For 


Equipment and Organization is unusual — Operation is Day and Night. 
Counsel is given on Economical Production and Proper Quality, ko 
Advertising Counsel is given on Methods, Copy and Illustrations. ee 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention — 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


, i~- is a large volume of the kind of printing Printing Products 

Corporation is best equipped and organized to 

doubt, it is best to write or phone what is wanted an 

be promptly given. 

Here is complete equipment and organization to handle all or any fa 
orders in which we specialize—from ILLUSTRATIONS 

and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of 


Business methods and financial standing.are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


Proper Zuality 


because of up-to-date equipment and best workmen. 


Zuich Delivery 


because of automatic machinery and day and night operation. 


Right Price 


d. information will 


cuts and copy until delivered. 


_ 
wet ARE STRONG on ouR S$? 


(THE FORMER ROGERS AND HALL CO 


_PRINTING PRODUCTS CORPORATION 


er 


roduce, so if in 


because of superior facilities and efficient management. 


inting connection with a large, reliable printing establishment / 
will save much anxiety regarding attentive service, i 
quality and delivery. 
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PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—tLocal and Long Distance 


Polk and La Salle 


5 


eas” pi oe oat 


cs ae 


¥ - Si tom a 


Streets, Chicago 5, Illinois 


: . A large, efficient and completely 
equipped printing plant. ‘a 

(The former Rogers & Hall 4 
Company plant) 4 


| New Display Type . 

-» for all printing orders. 

“Clean Linotype 

..- Menotype and Ludlow _ 
typesetting. 

All Standard Faces — 
of type and special | 
faces, if desired. = 


Good Presswork— 
one or more colors. 
Facilities for Binding 

as fast as the presses 
print. ' 
Mailing and Delivery 


service as fast as | 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is 
the great central market and 
distributing point. 
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Corporation 
IMPANY) 


Cd sia hg ee oe = is 


done in Chicago, 


H. }. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C. HOPPE Pe, 


Secretary 
a 


W, E. FREELAND 
Treasurer 
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Sets Bendix Agency 


Record Straight 

To the Editor: Your story in the 
Feb. 16 issue on the current ad- 
vertising campaign of Bendix 
Home Appliances, Inc., implied 
that our advertising agency pre- 
pared the sales promotional ma- 
terial as well as the advertise- 
ments. While Tatham-Laird, Inc., 
was busy preparing the special 
newspaper advertising, our sales 
promotion agency, Roy Knipschild 
& Co., Chicago, was doing a re- 
markably fine—and fast—job, too. 

Working under the direction of 
the Bendix sales promotion man- 
ager, W. C. Jones, the Knipschild 
company handled the copy, art, 
layout and production of 7,000 
store display cards, which includ- 
ed mounting of 14,000 photo- 


This department is a reader’s forum. Letters are welcome. 


graphs; more than 17,000 four- 
page, 84x11 salesmen’s bulletins 
outlining results of tests made by 
Pittsburgh Testing Laboratory; 
7,000 sets of window banners, and 
250,000 consumer folders. 

As for speed—from the time 
copy was approved by the labora- 
tory to the day of shipment it re- 
quired only 10 days on the display 
cards, six days on the salesmen’s 
bulletins, six days on the con- 
sumer folders and eight days on 
the window banners. 

Since 1939, Bendix Home Ap- 
pliances, Inc., has employed Mr. 
Knipschild for just such projects 
as the above. A versatile gentle- 
man, as anyone can tell from the 
above-noted accomplishment, Mr. 
Knipschild has a flexible service 
which ranges from promotional 
ideas to completely-packaged pro- 


motions. During football season, 
he can be seen on the field officiat- 
ing at Big Nine games. 

FRANK L. BRUNCKHORST, 
Publicity Manager, Bendix 
Home Appliances, Inc., South 
Bend, Ind. 
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Coincidence, He Asks, 
Or Readership? 


To the Editor: We thought you 
would be interested in a rather 
unusual coincidence in the prepa- 
ration of two advertisements, each 
covering a_ distinctly different 
subject. 

Attached is a tearsheet of a 
Field & Stream advertisement, 
prepared by this agency and in- 
serted in the Jan. 5 issue of Ap- 
VERTISING AGE—as well as a tear- 
sheet of a Ripley clothes adver- 


* 
* 


. 


BUYERS, generally, must be assured that the 
supply sources with whom they deal, are ade- 
quately staffed in key departments. Orders must © 
be executed in efficient routine, even though ill- 
ness, vacations or other causes be interrupting 
factors. This is particularly true in the electro- 
type and mat field. 
It has always been a policy of P & A’s to 
provide adequate man power in all its depart- 
ments. Thus, if any emergency arises within a 
department that may be responsible for the ab- 
sence of a key man, there is — a trained 
member to take over and ‘‘carry on.’ 
Customers knowledge of this organizational 
feature therefore, properly warrants their full 
confidence in P & A service. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS * NICKELTYPERS « MATRICE MAKERS «+ STEREOTYPERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: 


HARRISON 3732 


cha 


Bauicils 
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FIELD & STREAM 


tisement (not prepared by this 
agency) that appeared in the Jan. 
23 issue of the New York World- 
Telegram. We found a striking re- 
semblance of theme, layout, and 
art treatment of the headline in 
these two advertisements. 

Could it be that this incident 
is not so much an example of 
two advertising minds independ- 
ently working on a similar adver- 
tising idea, as it is an example of 
the thorough readership that Ap- 
VERTISING AGE enjoys in this pro- 
fession? 

Harry E. WARREN, 

The Ralph.H. Jones Company, 

New York. 

« A V. B 
Look’ Rate Comparison 
Called Out of Focus 

To the Editor: Your story on 
Page 22 of the Feb. 2, 1948, issue 
on the Good Housekeeping rate 
increase includes Look among the 
magazines compared. This com- 
parison is unfair and inaccurate. 
Simply, here is what has been 
done: 

The Look circulation figure used 
was 2,597,213, the nine-month 
average of delivered circulation 
through September, 1947. 

The Look advertising rate used 
is $8,000, the rate which will be- 
come effective seven months later, 
April 13, 1948. 

Obviously, Look is being penal- 
ized because of its continued 
steady circulation growth. (By 
the end of the 4th quarter of 1947, 
Look was already delivering in 
excess of 2,900,000 copies per is- 
sue.) 

You can see the injustice of de- 
termining a per thousand figure 
on the basis of future advertising 
rates as against old delivered 
circulation. Certainly if latest an- 
nounced advertising rates are 
used, then the latest announced 
guaranteed circulation should be 
used. Only in that way can rate 
per thousand figures have any 
practical use. 

The correct figures for Look are 
as follows: 

Black and white page—latest 
announced “one time rate” $2.96 
per thousand, an increase of 19.8% 
over 1941, instead of your report- 
ed figure: “Look 44.6% to $3.08.” 

Four -color page— latest an- 
nounced “one time rate” $4.07 per 
thousand, an increase of 21.5% 
over 1941, instead of your report- 
ed figure: “Look 46.2% to $4.24.” 

We believe that you, in the in- 
terest of accurate reporting, will 
want to publish this correct state- 
ment of Look’s rate per thousand. 

M. C. WHATMORE, 

Treasurer, Cowles Magazines, 

Inc., New York. 
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Offers Plan for Net, 
Station Renewals 


To the Editor: We were inter- 
ested in reading the views of Con- 
gressman Lensinski on the opera- 
tion of radio networks, as reported 
in the Feb. 2 issue of ADVERTISING 
AGE. 

We are of the opinion that if 


there are any abuses of affiliated 
stations by the networks they are 
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the result of good organization on 
the part of the latter and lack of 
organization of the former. 

For a long time we have con- 
templated a possible solution to 
this problem which we feel would 
be of immeasurable benefit not 
only to the stations and the net- 
works but also in the long run to 
the listening public—which, after 
all, should be the first objective of 
everyone concerned. 

My plan would be to give all 
(or at least a large segment) of 
the stations of each network a 
common interest in the renewal 
of their affiliation contracts by 
establishing simultaneous expira- 
tion dates. I believe many bene- 
fits would accrue to all the parties 
mentioned above if the objectives 
and problems of both the net- 
works and the stations were aired, 
reviewed, discussed and settled in 
an orderly manner in negotiation 
of renewal contracts for an entire 
network (or sizable segment) at 
one time. 

If the idea of having all net- 
work contracts expire simultane- 
ously proves unwieldy or works 
hardship on any segment of the 
industry, my plan could be modi- 
fied so that the affiliation agree- 
ments of all stations in the same 
time zone would expire simul- 
taneously — this would still give 
affiliates with the same objectives 
and problems (such as time clear- 
ance and delayed broadcasts) an 
opportunity of negotiating their 
contracts in the best interests of 
the group. This is similar to the 
FCC system of having station 
licenses in the same _ kilocycle 
groups come up for renewal 
simultaneously. 

GENE O’FALLON, 

General Manager, KFEL-MBS, 

Denver. 
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Says Hack Work Will 


Show Up Somewhere 

To the Editor: Your editorial 
“How Far Can Free-Lancing Go?” 
in your Feb. 9 issue tenders an 
invitation to comment, which is 
hereby accepted by the under- 
signed. 

The issue is very clearly cut. If 
the agency which hires the crea- 
tive talent on a salary basis makes 
the copywriter or artist punch the 
time clock, then they can have no 
objection to the outside interests 
of the individual. 

If they allow the man to come 
and go as he pleases, however, tlie 
full talents and ideas of the man 
belong to the agency. 

Actually, an agency is foolish to 
make a man sit at a desk when ! 
might be doing better thinking in 
a coffee shop, on the golf course, 
or reading. Most agencies recog- 
nize this aspect of creative work. 
Only a hack can sit down and 
grind out ideas by the time clock. 
(A good creative man can hack 
out ideas too—but it’s like putting 
a private secretary to work filing, 
or addressing envelopes.) 

If you want exceptional work 
from a creative man—let him 
wander. Let him dilly and dally: 
that brain may be going 90 miles 
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a minute as he gazes out the win- 
dow. But in that event, there'll 
be no need to put a halter on his 
outside activities—he’ll either fiz- 
zie on your job from applying too 
much thought to the other one, or 
he won’t have the time or poor 
judgment to take on the other job. 

It’s my opinion that the head 
copywriters or art directors who 
are participating in this free-lance 
venture are producing hack- 
work for their home agency or for 
the outside account. Brains and 
ideas are as restricted as physical 
abilities, though sometimes the 
result is harder to recognize as a 
poor job. Eventually, however, 
the spots on the hack-work show 
through. 

W. S. KirKLanp, 
Vice - President, McCandless 
Agency, Inc., Chicago. 
+ 2. e 


Sales Boosters 


To the Editor: We are enclosing 
copy of advertisement that is be- 
ing run in daily papers on the 
women’s page and society page. 

These advertisements change 
weekly, some of them read “I 


[ WANT A WIFE 


Who is dainty and takes care of 
her hosiery, one who washes her 
hosiery only with “Nylon Dip.” 
It will help avoid snags and 
runs and will make them last 
many times longer. Your grocer, 
drug or department store has it. 
or phone PA. 6692 for name of 
store nearest you. 


Want a Husband who will buy me 
Nylon Dip,” etc. 

Thought you might be inter- 
ested as the stores advise us that 
the sales on Nylon Dip increased 
greatly, right from the first one 
run. 

ROBERT SMITH, 

President, Robert Smith Mfg. 

Company, Los Angeles. 
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Cornell Finds Ad Costs 
Study Helpful 


To the Editor: No article in the | 
last few numbers of ADVERTISING | 


AcE has interested us here in the 
department as much as the one by 
Robert Murray on the analysis of 
advertising costs in the Feb. 9 
number. 
In that, I note that he mentions 
a similar survey published in the 
issue for Nov. 11, 1946. Unfor- 
tunately we are unable to locate 
that particular copy and as we 
conduct a course in advertising 
methods and procedures, we 
would very much appreciate it if 
you could furnish us with a re- 
print of the cited article or a copy 
of the Nov. 11, 1946 issue. 
MATTHEW S. MIRANTzZ, 
Editorial Assistant, Depart- 
ment of Extension Teaching 
and Information, Cornell Uni- 
versity, Ithaca, N. Y. 


No Chiselers, He Says; 


Cites ‘Classified’ Code 


To the Editor: On behalf of our 
association, representing nearly 
800 individual newspapers, I wish 
to protest the remark made con- 
cerning classified advertising in 
the reporting of the story concern- 
ing Carl Snyder. This was a part 
of the story concerning his prob- 
lem of locating an apartment, pub- 
lished in the Feb. 2 issue of Ap- 
VERTISING AGE. 

Naturally, there is no complaint 
to be registered against people 
selecting other media to locate 
vacancies. We do, however, 
strenuously object to inferring 
that our columns represent chis- 
elers, 

_ For many, many years the mem- 
‘ers of our association have en- 
forced strict rules and regulations 
governing the placing of all want 
ads. Entirely at the discretion of 
the individual newspaper, but 
With the vast majority abiding, 
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we have an adopted code of ethics. 
We take considerable pride in the 
“housecleaning” job that has been 
accomplished. We now boast of 
the thousands of dollars in adver- 
tising which are refused because 
the ads are not considered in the 
best interest of the public. The 
classified managers are constantly 
on the watch to protect our read- 
ers against fraud and misrepre- 
sentation. We employ censor clerks 
specifically for this reason. When 
we hear complaints, it is usually 
a case of the ad coming out of the 
paper while an investigation is 
made. More often the ad never 
has a chance to start. 

To be more specific on the sub- 
ject, there are very few newspa- 
pers that will accept advertising 
where a reward is offered for lo- 
cating a vacancy. This is based 
on the belief that not everyone 
can afford to pay rewards and 
what is fair for one is fair for all. 
Others will not accept advertising 
where the person must purchase 


not if there is an outlandish 
amount asked in comparison to 
the property. A big majority will 
not permit the mention of race, 
creed or color in any want ads, 
particularly rental and help 
wanted. 
We, in classified advertising, re- 
gard our medium as a very essen- 
tial service to the public. This has 
been demonstrated in the past 
when newspapers have been 
forced to suspend publication for 
one reason or another. The pub- 
lic quickly clamored for ways and 
means to receive this service 
through some other method and 
were either unsuccessful or the 
substitute was not adequate. Re- 
alizing our importance in the com- 
munity, we have bent over back- 
wards to protect our readers from 
chiselers who endeavor to seek 
public contact through the want 
ads. 

I am sure you can well under- 
stand the resentment which re- 
sulted from this remark in the 


the furnishings. Very definitely 


story. It could be likened to a 


similar reporting of your opinion 
of classified, as expressed in this 
story, in our monthly publication 
the “Classified Journal.” Such 
publicity is not deserving in either 
case. 

H. W. TusSHINGHAM, 
President, Association of 
Newspaper Classified Adver- 
tising Managers, Camden, 
N. J. 
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FIRST WITH LEADING 
_ HARDWARE DEALERS? 


need of products, trends and selling aids. 


Every other Thursday, 21,000 of Hardware Age’s 33,500 
copies go to dealers. Each of these copies is seen by an average 
of 4.6 readers. Thus Hardware Age provides an audience of 


96,600 among retail store personnel alone. 


Hardware Age has won this tremendous audience because 
no other information service offers hardware men so much so 


es 


Among the nation’s 34,000 retail hardware 
leaders do 72% of the $2,000,000,000 business. 
These also are the stores which subscribe most hea 
Hardware Age. Why? To maintain their leadership, they ffi, 
it’s Hardware Age that best gives them the important news they 


ee 


often. That’s why Hardware Age is first with leading dealers 


and first with the advertisers who supply them. 
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Plugs Greeting Cards 


Rust Craft Publishers, Boston, 
will use a four-color, full-page ad 
in the April Ladies’ Home Journal 


PAINSTAKING CRAFTSMANSHIP % 
% ie FIDELITY OF REPRODUCTION e 
= \ r 


PERSONALIZED SERVICE 
216 WEST ONTARIO STREET ~ 
 ~—- CHIGAGO 10,1LL.. 
SUP, 4314 


to promote its new series of Bird 
and Blossom greeting cards. The 
series includes an assortment of 
cards from birthday greetings to 
Hasti-Notes, all done in a coordi- 
nated theme. Grey Advertising 
Agency, New York, handles the 
account. 


Milling in New Post 

J. A. Milling has been appointed 
to the newly created position of 
commercial vice-president of the 
RCA Service Company, Camden, 
N. J. Previously he was general 
manager of the parts division of 
the tube department. 


]| Hydro-Aire to Riordan 


John H. Riordan Company, Los 
Angeles, has been named to direct 
the advertising of Hydro-Aire, 
Inc., Los Angeles. Aviation and 
trade publications will be used. 


( Advertisement ) 


id 


» THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-1T MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY 


Artistic Expands 
Girdle Campaign 
to 135 Newspapers 


New YorxK—One of the largest 
newspaper campaigns ever sched- 
uled by a corset manufacturer is 
being launched today by Artistic 
Foundations, maker of Flexees 
girdles and brassieres. 

The 39-week drive, placed 
through the American Newspaper 
Advertising Network, is scheduled 
for 35 of the network’s 37 basic 
newspapers. Three other network 
papers which are expected to be- 
come activated in March will be 
added to this list. In addition, the 
39-week push includes 11 non- 
ANAN newspapers and a supple- 
mentary drive in 85 other dailies. 

Until the war period, the 30- 
year-old Artistic organization 
placed only about a dozen 200- 
line ads in newspapers annually. 
Last year the company increased 
its newspaper linage, interspersing 
small ads every so often with 
13000-line ads. 

Immediately following each 
1,000-line ad, Artistic sales hit 
their peak and then gradually 
sagged until another large news- 
paper ad appeared. 


Department Stores to Help 


Consequently this year’s con- 
centrated drive is expected to 
boost Flexees’ sales to an all- 
time high. Department stores are 
expected to cooperate in the pro- 
motion by placing ads on the same 
days in the same papers with Ar- 
tistic copy, telling the consumer 
where Flexees can be bought. 

In addition to this newspaper 
campaign, which is a 200% in- 
crease over 1947 Artistic news- 
paper advertising, the company 
buys space in 30 national maga- 
zines and sponsors a quarter-hour 
of semi-classical music three times 
weekly on WQXR, New York. This 
WQXR show draws some of 
Flexees’ higher class customers, 
or the Bonwit-Teller set, as a 
spokesman from Artistic puts it. 

Altogether Artistic will spend 
in the neighborhood of $1,000,000 
on advertising in 1948 and, of that, 
two-thirds will be devoted to the 
new intensive newspaper drive. 
The company will start a cam- 
paign for bathing suits in May. 

Hirshon - Garfield, New York, 
handles the account. 


4 to Associated 


Associated Advertising Agency, 
Inc., Los Angeles, has been named 
to handle the advertising of Cul- 
ligan Soft Water Service Opera- 
tors of Southern California; Orth 
Van & Storage, Pasadena; Calmay 
Van Lines, Inc., exclusive Los An- 
geles agent of the national Aero- 
Mayflower Van Lines, and Bald- 
win Piano Company, southern 
California branch. 


Issues California Info 


“What’s Happening in Califor- 
nia?” is the title of the booklet 
compiled by the Bank of America. 
The booklet shows in table form 
how California ranks in popula- 
tion, employment, income, liquid 
assets, retail sales, foreign trade, 
agriculture, construction, manu- 
factures and mineral production 
in comparison with other states. 


Will Plug New Syrup 


Angostura-Wupermann Corpo- 
ration, New York, is planning an 
advertising drive for a new prod- 
uce called A. W. grenadine fla- 
vored syrup. The syrup will be 
distributed through the same chan- 
nels as is Angostura aromatic 
bitters. Donahue & Coe, New York, 
is the agency. 


Dodge Promotes Stone 


Peter A. Stone, publishing exec- 
utive in the construction news 
division of F. W. Dodge Corpora- 
tion, New York, has been named 
Chicago district manager of Home 
Owners’ Catalogs, published by 
Dodge. 


the Creative Wan? Corner 


The Chrysler color spreads—the charging horses, the man 
in the canoe, and this one of the skiiers—have been most 
unusual automobile advertising. They have brought into a 
field in which both copy and layout usually reflect an ex- 
tremely heavy hand, a refreshing dash of imagination. 

At the same time, this Corner can’t help but feel that the 
public looks for more, when it is shopping for a car, than 
purely an imaginative concept of its features or its per- 


formance. 


wears. 
the years. 


Automobile buyers seldom 
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Poll Finds Most 
Listeners Bored 
by Radio Plugs 


MINNEAPOLIS — Radio commer-~ 
cials are boring to a majority of 
Minnesota radio listeners, and 
only a slightly smaller number are 
completely indifferent to them, 
according to a recent statewide 
sampling study conducted by the 
Minnesota Poll. 

The Minnesota Poll, sponsored 
by the Minneapolis Star and Trib- 
une, reported that 40% of those 
queried as to what they thought 
of sponsors’ plugs replied that 
they were not interesting. Twenty- 
nine per cent of the respondents 
were completely indifferent to 
commercials, and only 23% found 
them to be of interest. 

In questioning a representative 
cross-section of the state’s adult 
population, interviewers found 
that 80% of the population con- 
siders itself part of the radio 
audience. _Questions were asked 
only of the radio listeners. 


66% Not Willing to Pay 


Many of the respondents 
thought that three to five minutes 
in every 30-minute program would 
be a fair allowance for commer- 
cials. Regardless of whether they 
thought commercials good or bad, 
however, 66% said they would not 
be willing to pay monthly fees 
for programs without commer- 
cials, 

Farm people, on the whole, 
found commercials of greater in- 
terest than urban dwellers, and 
34% of the people with grade 
school educations found the plugs 
interesting, as compared with only 
14% of the college educated. 

Fifty-one per cent of college- 
bred people thought that one to 
three minutes of commercial time 
was enough for a 30-minute 
program, while 16% of the grade 
school people thought 10 minutes 
would be fair, and 5% believed 
more than 10 minutes was satis- 


The automobile has become, very largely, the distinguish- 
ing badge of the American family’s social standing—even 


more so than the house in which it lives or the clothes it 


Hence the growing emphasis on size and styling over 
When a man thinks of buying a new car, he 
instinctively envisions himself seen behind its wheel—or 
the car itself, parked outside his house, the cynosure of 
passing eyes and the envy of the neighbors. 


praising them, discussing their various features. 
opinion of this Corner, the automobile advertiser who does 
not treat his product as realistically as possible in his ad- 
vertising not only short-changes the American public but, 
it may very well be, short-changes himself as well. 


factory. 
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‘Argosy,’ Dodgers 
Start Rookie Hunt 


New YorK—Argosy and the 
Brooklyn National League Base- 
ball Club have announced a 
nationwide contest for young 
baseball players. Called a rookie 
hunt, players are urged to nomi- 
nate themselves, giving the en- 
dorsement of their manager or 
coach, and after screening they 
will be examined by Dodger 
scouts. 

A board of judges composed of 
William O’Dwyer, mayor of New 
York; John Kieran; William J. 
Klem, National League supervisor 
of umpires; “Red” Barber, sports 
director of CBS; Branch Rickey, 
president of the Dodgers; Rogers 
Terrill, managing editor of Ar- 
gosy; and George Sisler, Hall of 
Fame, Cooperstown, N. Y., will 
select the outstanding player. 

The winner will receive an all- 
expense-paid 10-day road trip 
with the Dodgers, an invitation to 
be a guest of the club at the 1948 
world’s series (wherever it is 
played), and a player contract. A 
minimum of 20 applicants will be 
invited by the Dodgers to a spe- 
cial training camp, where their 
expenses will be paid while under 
the tutelage of an expert staff. 


To MacFarland, Aveyard 


Eugene A. Powers, former!y 
with Lord & Thomas, Leo Burnett 
Company and Dancer-Fitzgerald- 
Sample, has joined MacFarland, 
Aveyard & Co., Chicago, where he 
will write both publication and 
radio copy. 


Kivlan Joins Hilton 

Frank J. Kivlan, formerly 24 
copywriter at Ruthrauff & Ryan, 
New York, has joined Peter Hi!- 
ton, Inc., New York, as account 
executive. 


Boosts Lefrancois 


Norman R. Lefrancois, in the 
circulation department of tl 
Standard-Times, 
Mass., for 15 years, 
named city circulation manager 
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Enterprise Book 


New YorK—Shell Oil Company 
has released “Pete is a prime 
mover,” a booklet which explains 
how the oil company operates in 
a free enterprise economy, and 
how the Shell dollar is distributed 
among workers, suppliers and 
stockholders. 

In brisk, simple language, it 
tells the story of Pete, an animated 
drop of petroleum, Reddy—Reddy 
Kilowatt, the trade character used 
by Reddy Kilowatt Service and 
utility companies, and Bill, a nick- 
name for steel billets. 

These three basic industries, the 
pooklet points out, are essential 
to make anything, “whether it’s 
an automobile or a pair of shoes— 
a television set or a fish hook—a 
battleship or a baby’s rattle—it 
takes Bill, 
working together. . .” 

The constant upgrading of 
American life is largely due to 
these industries, the book says, 
and adds that our economic sys- 
tem is principally supported by 
three pillars: (1) mass produc- 
tion, (2) mass sales and (3) mul- 
tiple ownership. 


9 Dry Holes in 10 


Pete points out that the oil 
business is a big business. Drill- 
ing a well may cost $250,000, and 
the odds are ten-to-one in favor 
of a dry hole; accordingly, the 
risk is distributed over a large 
number of people, and_ 15,000 
people hold stock in Shell, 1,500,- 
000 people own stock in the oil 


industry. And in other fields, one | 


Reddy and myself. 


best feature of our present eco- 
nomic system is that its benefits 
continually increase ... in a kind 
of perpetual motion, spiralling up- 
ward toward ever-better living 
for us all. It sounds wonderful— 
and it is—but it isn’t quite auto- 
matic. It takes hard work, 
initiative and individual enterprise 
to keep it going. So it’s up to us 
to appreciate, defend, cherish the 
good things we have and the sys- 
tem which produced them—and 
never, never take them for 
granted!” 

Shell says the booklet is one 
step in its educational program, 
will be sent to 40,000 dealers and 
employes, and to educational in- 
stitutions, associations and other 
companies. 


Chirurg Reports 
$3,250,000 Year 


Boston—The billing of the 
James Thomas Chirurg Company, 
Boston and New York agency, 
passed $3,250,000, the largest bill- 
ing in its history, during 1947, 
James Thomas Chirurg, president, 
stated in his annual report to the 
stockholders. 

The net worth is $265,128, an 
audit revealed, up $31,000 from 


the previous year. Current assets 
| are $401,000 and liabilities $249,- 
000. The company declared a 
/regular dividend of $5 per share, 
|'and $3 extra to all stockholders of 
‘record for the 1947 year. 

| “The agency,” Mr. Chirurg said 
/on the 10th anniversary of the 
| founding of the firm, “retains its 
position among the top placers 


Sure-thing recipe - for 


out of every six U. S. families has| of business paper space in the’ 
rs money invested directly in some} country, and for the fifth consecu- 
enterprise. tive year is first among New Eng- 
nt These people share the expense | land advertising agencies. 
($16.50 for each Shell stockholder; “This position also holds true 
the Bin the $250,000 well), the losses, | with regard to world-wide adver- | 
jase- Hand the profits—and the booklet |tising, according to a_ tabulation 
da MB points out that 30 leading petro-|by Export Trade & Shipper. The 
oung Hleum companies, which refined | company’s export organization has | 
okie 80% of the country’s petroleum,| grown to 48 associate agencies | 
omi- Hhad a total income averaging ap-|located in 35 foreign countries. | 
en- @ proximately $407,000,000 for a | The research setup now has 106| 
.“ representative 10-year period. a eee ae — 
ey wi e researc irector in ; P 
ger How the Dollar is Spent | gathering market facts direct | Select one of your best advertisements. Place it on a 
* This income meant about $2 a — the geo + ee ale page of Our Sunday Visitor and The Register. Let it stir 
ad Ol B year per share on the stockholders’ major development in . ili ith th 
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'- Bwent to directors and officers; (3) |Search and media analyses. . 
ll of 54% went to suppliers; (4) 1% echidaediiinte of retail stores. (Let us show you the encataaai results 
will ito bondholders; (5) 10% to re- Shefferman to Artwil obtained by advertisers who have ‘‘tested’’ this recipe.) 
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- most P Texas Net Names Jordan Ss 
47 Charles B. Jordan, formerly 
YVYWAaAZ managing director of Station WRR, T 
ard Dallas, has been appointed vice- = N 
ly president and assistant general eR 
ee it COMMUNITY? manager of the Texas State Net- =s \ 
rald- work, effective March 1. Mr. Jor- mH R 
Jand, dan, who has been with WRR for ea > 
re he 20 years, will continue as sports- t S) 
and caster for the Southwest Confer- (4 AN 
, ence football games, sponsored by Yy, .S 
Humble Oil & Refining Company. ” by Qv \S 
Plan Peach Promotion REAU OF wW 
ly a The New York State Peach 
Ryan, Growers Association is planning an 
Hil- extensive marketing program and | Cc. D. BERTOLET & co., INC. 
count  weadhorny ba ergs nn ty — | Advertising Representatives 
For complete information ran ve é CREE CTE PTET Cr ee eee Oe ee ee ina knee ee ea 
= em merchandising campaign. CHICAGO NEW YORK 
x 6975, Advertising Age £233. <0 
ad 100 E. peg A Yormark Adds Duties 30 N. Dearborn St., CENtral 0481 110 E. 42nd, Rm. 803, Lex. 2-6176 
; the Chicago 11, Illinois Harvey Yormark, assistant sec- | 
jford retary of Aldens, Inc., Chicago, 
bee! also will handle the public rela- 
ager tions and publicity. 
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WODHN Appoints Griffin 


Bill Griffin has been appointed 
program manager of WDHN, the 
Home News FM station, New 
Brunswick, N. J. He formerly was 
a producer-director at Station 
WNEW, New York. 


— We Believe 


HOLLYWOOD hes it: 


The Per-Family Income inthe Holly- | 


wood Citizen-News circulation area was 
$7702 in 1946, according to the Los 
Angeles Bureau of Municipal Research. 
This tops the $7145 of Cleveland Heights, 
ranked first in Sales Management's latest 
Survey of Buying Power. 

Hollywood's intensive concentration 
of buying power results in a tremendous 
retail sales volume —$826,287,978 in 
1946. Here is a really BIG, SEPARATE 
market... a top drawer market that you 
can cultivate intensively only with the 


HOLLYWOOD 


Citizen-News 
AND ADVERTISER 


National Representatives ——— 


STORY, BROOKS & FINLEY, INC. 


Adult Magazine Audience 
Pegged at 71, 


MAB Study Says 69% 
of Population Over 
15 Are Readers 


New YorKx—For the past two 
years, an item of constant discus- 
sion in national magazine circles 
has been the Magazine Advertis- 
ing Bureau’s Nationwide Magazine 
Audience Survey. Last week the 
first of two reports emerged—a 
long, detailed and definitive report 
on the individuals who compose 
the magazine audience. 


Conducted among people 15 


years of age and over, the study 


pegs the magazine audience at 
71,550,000 readers, or 68.9% of the 
103,850,000 people in that age 
bracket in the U. S. 

From that point, NMAS breaks 
down the audience by sex, income 
level, occupation, location (urban 
or rural) and education. In a 
second survey—tentatively ready 
for release in April—MAB will 
analyze the magazine audience by 
families. 


More Women Readers 


Beyond its analysis of magazine 
readers, the survey does a similar 
job for persons who do not read 
magazines, analyzed on the same 
basis. 

As might be expected, a greater 
percentage of women than men 
read magazines, 73.5% compared 
to 63.6%, which on a population 
basis would mean 30,500,000 men 


WORCESTER | 
Pee Bay 
Is the _30th Market 


ra 
of the "United States 


AWA 
in Food Sales 


* Sales Management 
Survey of Buying 
Power 1947 


The Worcester Tele 


f . > 
sram-Gazette covers 


this 30th Market completely with a daily 
circulation in excess of 140,000 and 
Sunday circulation over 100,000. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS» 
GEORGE F BooTH Publisher - 


‘aie: REGAN & SCHMITT. INC.. NATIONAL REPRESENTATIVES. 
OWNERS of RADIO STATION WTAG 


550,000 


and 41,050,000 women readers out 
of the total 103,850,000. The 
preponderance of both readers and 
non-readers live in cities, 61.8% 
of readers, 57.1% of non-readers. 
The percentage of readers in rural 
non-farm areas was the smallest 
(urban 70.6%, rural non-farm 
65.9%, farm 66.7%). Projected to 
the population, however, there are 
nearly twice as many readers in 
rural non-farm population as non- 
readers, 12,400,000 to 6,400,000. 


Many Read Six Papers | 


Significantly, the study found 
that the highest percentage among 
magazine readers read six or 
more magazines, the second high- 
est percentage read one magazine, 
and that the average numbers of 
magazines read by readers was 
4.6 magazines, and by the total 
audience was 3.1 magazines. 

The MAB had worked on the 
term “reader” with painstaking 
care. To qualify as a reader, a 
person must claim to have read 
or looked through one of the 45 
magazines which NMAS used for 
the survey, must be able to iden- 
tify the cover of a particular is- 
sue of the magazine, recognize one 
or more of five representative 
editorial items from the same is- 
sue, and reply in the affirmative 
when asked whether he is certain 
about having seen the items in 
the particular issue. 

Stewart, Dougall & Associates, 
which started its field work in 
January, 1947, used a double in- 
terview technique, with inter- 
viewers re-interviewing the same 
persons after a six-week interval. 
Interviewers made two complete 
interviews with 8,010 individuals 
in 3,466 families; since they had 
to contact at least two-thirds of 
the members of any family 15 
years and over in age, they made 
up to four callbacks on each in- 
dividual. 


Cost Over $100,000 


This new technique of re-inter- 
viewing everyone in the sample 
provided interesting comparative 
data, and it boosted MAB’s cost. 
NMAS cost more than $100,000, 
largely because of the two inter- 
views, the large number of maga- 
zines which each interviewer had | 
to run through (he carried covers 
and articles in photograph form 
for 40 of the 45 magazines) and | 
the meticulous sampling tech-| 
nique. 

Magazine reading is correlated | 
with youth, with advanced educa- | 
tional levels, and with income. 
The 15-19 year bracket contains 
11.4% of the readers, 5.6% of the 
non-readers; the highest (per-| 
centage-wise) age bracket of 
readers was 25-34, 24.9%, whereas | 
the highest percentage bracket of | 
non-readers was in the 65-and- | 
over bracket, 22.9%. In _ fact, | 
there are more non-readers (7,- 
400,000) than readers (6,500,000) | 


|in the 65-and-over age group. 


Among men, for example, 


| magazine readers outnumber non- 


readers by a ratio of 3-to-1 from 
15 to 34; in the 35-44 bracket the 
ratio drops to roughly 2-to-1, dim- 
inishing until it is almost even in 
the 55-64 age bracket. 


Pilot Study in Albany 


Readership is geared to income, 
with 90.8% of the “A” income 
group reading magazines, and 
sliding to 48.2% of the “D” 


|income group which reads maga- 


zines. 

Non-readers outnumber readers 
among the population having an 
“8th grade or less’’ education, but 
the ratio changes rapidly until 
only 400,000 of the 4,350,000 col- 
|lege graduates are non-readers. 


Men, who provide less than half, 


AC os lyr Nag 
AC Spark Plug division o 


things over at the 40th anniversary dinner of the 
General Motors, held in Detroit, are (left to right) 


Wilson S. Isherwood, AC general sales manager; Carl Georgi, media director, 
D. P. Brother & Co.; E. E. Elder and Albert Laansma, of Chilton Publications. 
and Trueman Campbell, vice-president of the Brother agency. 


of the college graduates in this 
study (2,100,000), provided 300,- 
000 or three-quarters of the non- 
magazine-readers in the college 
graduate group. 

The effect of education—corre- 
lated with income—is evident on 
the number of magazines read. 
The percentages for those in- 
dividuals reading “six magazines 
or more,” rise at the four-years- 
of-high school level, and reach 
a peak among those with 1-3 years 
of college. 

The methods employed by 
Stewart, Dougall, under the super- 
vision of Dr. Raymond Franzen 
(who had worked with the Life 
and Look measurements of maga- 
zine audiences), were proved in a 
pilot study made in Albany in 
the spring of 1946. 


5 Not Shown to Farmers 


Of the 45 magazines used for 
testing, 25 had circulations of 
more than 1,000,000, five were 
farm magazines, and five maga- 
zines with predominantly urban 
circulation (Business Week, For- 
tune, Junior Bazaar, New Yorker 
and Town & Country) were not 
used in rural areas—this ac- 
counts for the kit of 40 magazines 
used in the survey. Not all the 
magazines used are members of 
the Magazine Advertising Bureau. 

The list also omitted comics, 
pulp fiction magazines, business 
papers and digest-type magazines. 


Eliminating Canadian and foreign 
circulations, and eliminating rural 
circulation of the five magazines 
dropped in rural interviews and 
the circulation in towns over 2,500 
for the five farm magazines, the 
group’s total circulation was 64,- 
250,000—based on average circu- 
lations for the first six months of 
1947. 

The 45 magazines are: Ameri- 
can, American Home, Better 
Homes & Gardens, Business Week, 
Capper’s Farmer, Charm, Collier’s, 
Cosmopolitan, Country Gentleman, 
Esquire, Farm Journal, Fortune, 
Glamour, Good Housekeeping, 
Harper’s Bazaar, Holiday, House 
Beautiful, House & Garden, 
Household, Junior Bazaar, Ladies’ 


BEGINNER'S LUCK ? 


Yo! Auy amateur cau set 


FOTOTYPE 


All letters in each line are quickly as- 


in 
special composing stick ready to pa 
to the finished art. Ideal for heads ... 
Available in transparent or opaque 
letters. This ad set with Fototype in just 
= minutes! WRITE FOR FREE CATALOG. 


1415 ROSCOE ST., CHICAGO 13 
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Advertising Age, March 1, 1948 


Home Journal, Liberty, Life, Look, 
Mademoiselle, McCall’s, Modern 
Screen, National Geographic, 
Newsweek, The New Yorker, Out- 
door Life, Parents’ Magazine, Pic, 
Popular Science Monthly, Pro- 
gressive Farmer, Redbook, The 
Saturday Evening Post, Successful 
Farming, Time, Town & Country, 
True Confessions, True _ Story, 
United States News, Vogue and 
Woman’s Home Companion. 


Technique Described 


To allow for reading habits, the 
first interviews were timed to use 
copies of weeklies which were 
five to six weeks old, and month- 
lies from seven to eight weeks old. 
The researchers were determined 
to avoid possible pitfalls, and so 
decided to re-interview on a single 
issue of a magazine, but more 
than one issue of the various 
magazines was represented in the 
national sample. There were, in 
fact, five surveying waves in 
various parts of the country—and 
each used a different issue of the 
magazines involved. This was to 
avoid the possibility of distortion 
through issues which might not 
be representative of a particular 
magazine. An important feature 
of the re-interview technique is 
that in the six-week lapse, the in- 
terviewee may have qualified as 
a reader of additional magazines. 

MAB expects to be able to pro- 
vide advertisers and agencies with 
particular data on request: the 
distribution of magazine readers 
by sex, age, income and occupa- 
tion, education and location. It 
can take from its punch-cards in- 
formation, for example, on the 
number of men readers between 
15 and 30, in specific occupations, 
who live in rural and non-farm 
areas. 


To Affect Selling 
The survey will also have its 


Join Cincinnati Agency 

Associated Advertising Agency, 
Inc., Cincinnati, has added John 
D. Conklin, formerly with Amer- 
ican Laundry Machine Company, 
as copy chief of the industrial divi- 
sion; Orison F. Steiringer, formerly 
with Kelley-Koett Mfg. Company, 
as production manager, and Rita 
Weber, formerly with Kroger 
Company, as junior contact exec- 
utive. 


Spoor Gets Promotion 

Dale D. Spoor, dealer sales man- 
ager of Air Reduction Sales Com- 
pany, New York, subsidiary of the 
Air Reduction Company, has been 
appointed sales promotion mana- 
ger of the organization. He will be 
succeeded in his former capacity 
by Russell S. Schmidt. 


WEWS Names Schmunk 


John R. Schmunk, formerly in 
the sales department of Station 
WGAR, Cleveland, has been ap- 
pointed advertising-sales manager 
of the combined FM-television 
— of Station WEWS, Cleve- 
and. 
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ABOUT CANTON, OHIO 
READY NOW! 


Here are all the facts you need to sell the compact Canton, Ohio, 
industrial-agricultural market . . . city and county sales by merchan- 
dise classification . . . data on wholesale and retail outlets . . . list of 
wholesalers, jobbers, chain stores, principal independents . . . analysis 
of population and income . . . bank resources . . . information on 
housing, utilities meter connections, telephones, passenger cars . . « 
all arranged in one convenient booklet for quick reference. 


The booklet also contains circulation breakdown, management, 
editorial policy, rates, merchandising service, and mechanical re- 
quirements of The Canton Repository. You'll want that, too, 
because The Canton Repository is the ONE medium that covers— 
and sells—this $315,000,000 market. The Repository gives you 100% 
coverage of the City of Canton. 99.3% home delivered, 81.7% 
coverage of Stark County, 88.7% home delivered. 


WRITE FOR YOUR COPY OF THIS BOOKLET 


& BRUSH -MOORE NEWSPAPER 


THE CANTON REPOSITORY canton, onio 


REPRESENTED NATIONALLY BY STORY, BROOKS AND FINLEY 


ake out your 
hankies, men... 


effect on competitive selling, since 
the American Newspaper Adver- 
tising Network: in its presentation 
gives magazines only a 40% audi- 
ence figure for adults 15 years 
and over, taking the data from a 
study made by Psychological Cor- 
poration of America’s study for 
the Book Manufacturers’ Institute | 
in 1945. 

The only reservation MAB will | 
make on its special studies is that 
it will not reveal readership for 
any individual magazine or group | 
of magazines. 

The book is scheduled to be sent 
out by MAB today, and some time 
during this month the bureau ex- 
pects to release another version 
of this survey. The sister version 
will be considerably less com- 
plicated, using question-and-an- 
swer presentation, simplified tables 
and charts where possible. 

The original edition will go to 
advertising managers of publica- 
tions; a limited mailing will go to 
Space buyers and research men 
of advertising agencies, and a com- 
paratively few blue-chip adver- 
users will get copies. 

The simpler edition, however, 
will be available generally. 

The bureau expects to follow a 
‘imilar policy with the “family” 
edition of the survey in April. 


Sohn Joins Wesley 


Lee Sohn, former merchandis- 
ing and sales manager of the Pal 
and Personna Blade Companies, 
has joined Wesley Associates, New 
York, as a principal in merchan- 
dising, product development, ad- 
vertising and sales consultation. 
Prior to his association with Pal 
and Personna, Mr. Sohn was pub- 
‘isher and managing editor of 
Foto News. 


Foster Appoints Duncan 


C. W. Duncan, formerly - vice- 
yesident and manager of the 
Montreal office of Spitzer & Mills, | 
4@s been appointed director of | 
Dianning of Harry E. Foster Agen- 
Cles Ltd., with headquarters in 
Toronto. 


* 
+ 
: ti a 
Pine t 
TPO ti 
SR $f sip 


idl 


een a 


‘ 
& 


ca 
‘gia 


i 


This is the story 9 


| (Weeping time: — several seconds) 


Tsk... tsk... thi trouple acertainad had. , 


Nothing physical, mind you, No layout lumbago, copy throm- 
bosis or art-uritis. Nothing like that. N 


Fundamentally it was just as sound as @dollar should be. 

Its headline was a stopper, its illustration a nif .y, and its 

copy a mellifluous melody. Real pre-war i im Yessir! 
X a 


But readers didn’t buy. And the ad’s ‘makers and sponsors 
were at a loss to understand its failing. So they all said very 
unkind things about it and made its type-face red with shame. 


Including the product’s advertising manager. He, too, raved 
and ranted but for a different reason. For in him dwelt the 
thought that maybe the ad was just fine and the trouble was 
merely that prospects didn’t know where to find the product. 
There must be-an easy way to let them know, he thought. 


And then somebody (we know who) tipped him off about 
Trade Mark Service. He bought it, too. Got his product’s 
brand name and trade-mark listed in classified telephone 
directories all over the country. Directly over a list of his 
local outlets wherever he had distribution. 


Then he brought the ad back to life. Put in a line that 
said quite loudly,“ Your local dealer is conveniently listed in 
the ‘yellow pages’ of your telephone directory.” You can 
guess what happened then. (It happens all the time.) 


Now it’s a happy, happy ad. 
Because it’s getting the results expected of it. 
Because everybody seems to like it. 


Because the “ravers” and “ranters” aren’t saying a word. 
y 
Just smiling. 


For further information, call your local telephone business office. 
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Names Kilduff Agency 


Kilduff & Co., Cincinnati, has 
been named to direct the advertis- 
ing and public relations of the 
Fourth Street Area Merchants As- 
sociation of Cincinnati. 


Campbell Joins Cooke 


Jerry Campbell, formerly with 
Station WLS, Chicago, has been 
appointed manager of the Chicago 
office of Donald Cooke, Inc. 


LI STS that as the 


straight and narrow path... 


Every time a piece of mail advertis- 
ing goes wrong—to someone not 
interested in your product...you've 
wasted money. For lists that are right, 
that are carefully collected and col- 
lated, and pruned regularly... for lists 
that have no waste names, call 
Dunhill. The country’s biggest users 
of mail advertising lists, the largest 
publishers, oil companies, insurance 
companies, manufacturers, all call on 
Dunhill for any and every kind of 
list, domestic or foreign, and in any 


quantity. 


DUNHILL LIST CO., INC. 


Dept. AA, 565 Fifth Avenue, New York 17 
PLAZA 3-0833 


Pre-Testing Copy 
Valuable for Can 
Makers: Jaeger 


New YorK —Copy research is 
| the most important single activity 
in an advertising program where 
returns cannot be measured, Har- 
‘old Jaeger, advertising manager 
|of the Can Manufacturers Insti- 
‘tute, told a luncheon meeting of 
the Copy Research Council re- 
| cently. 

In an organization like the Can 
Manufacturers Institute there is 
no sales report or balance sheet 
to show if an advertising cam- 
paign did a productive job, Mr. 
Jaeger pointed out. Further, since 
the inception of the CMI adver- 
tising program in 1942, there has 
been no such thing as a normal 
market. 

“Now that the war has ended 
we have a tin shortage and a new 
tin control order restricting the 
industry in total quantity of tin 
and quantities that can be used 
for certain kinds of cans, such as 
for beer, pet food, motor oils and 
paint,” he declared. 


$60,000,000 Spent on Tin 


“The dollar return from a prod- 
uct sale is a lot different from the 
dollar that returns to us,” Mr. 
Jaeger said. ‘‘We’ve got to evalu- 
ate our return in terms of the 
maximum number of messages 


persuade people to think favor- 
ably of a tin can—whether for 


juice, tin waste baskets, automo- 
bile oil filters or tennis balls.” 
Mr. Jaeger said there are two 
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their advertising responsibility. 
First, the number of customers 
who do a lot of product advertis- 
ing such as Libby, Del Monte, 
Armour, etc., who spend approxi- 
mately $60,000,000 annually on 
advertising to sell their products 
in Can Manufacturers containers. 

“Conversely, we have competi- 
tion—direct and indirect. We can’t 
even begin to evaluate the amount 
of advertising money going into 
the promotion of freezer equip- 
ment and frozen foods. It runs 
into multi-million figures,” he 
stated. “And we have tough ad- 
vertising—from glass, for example 
—competition that cracks directly 
at our inherent weaknesses.” Mr. 
Jaeger said the CMI ad budget 
ranges from $1,000,000 to $1,500,- 
000 a year. 


Shows an Honest Job 


“Actually copy research is the 
most important activity which we 
can embrace to demonstrate that 
we’re doing an honest job and that 
it’s worthy of more money so it 
can be made a better job,” Mr. 
daeger said. “In other words—to 
prove to our good friends and 
sponsors, beyond the technique of 
salesmanship, friendship and) 
blind faith, that we are conduct- | 
ing a moving, vital, dynamic and 
resultful enterprise—and at the 
same time to be doing a good job, 
removed from opinion, guess- 
work, stunts, devices and tech- 
niques, because it’s based on fact.” 

Mr. Jaeger told the Copy Re- 
search Council that he believed 
pre-testing and post-testing are 
the two broad fields of opportunity 
in copy research. “To us, with no 
| merchandise to sell, post-testing is 
largely a matter of proving read- 
ership. Readership reflects one 
| important, but not the final, prop- 
|erty of the advertising message.” 

Reading an ad by prospective 
customers satisfies the advertiser 
only if it influences the reader 
toward ultimate purchase of the 
product the copy talks about, he 
said. “But the incompleteness of 
‘readership as an_ effectiveness 
measurement doesn’t make it a 
useless measurement. Two ads 
equally convincing, but one at- 
|tracting twice as many people in 
the end, must sell in a ratio of 
two to one,” he said. 


Against Eye-Catcher Ads 


However, Mr. Jaeger feels that 
when readership standards reach 
| the point where copy ideas and 
product selling “are sacrificed to 
|eye-catching devices, and we be- 
'gin to mouth words like ‘islands 
‘of interest’ and ‘anchors of at- 
| tention,’ then it’s time to get back 
fast to reality.” 
| Mr. Jaeger said he disapproves 
(of the offhand way in which 


“business dignity and stature are | 
‘given to a testing device that is | 
‘employed long after the full cost | 
of space, production, overhead | 
/salaries and expense accounts has 
'been sustained.” He said he does | 
not see why a client should be)! 
asked to accept as basically im- | 
portant a device requiring that he 
spend money first and find out 
afterwards whether he has spent | 
it wisely and effectively. 

If it is assumed that answers | 
given by respondents are trust- 
worthy, the value of pre-testing is | 
eminent, Mr. Jaeger said. But 
even if respondents are not able} 
to analyze themselves sufficiently | 
to predict their behavior in reality | 
when confronted with such ques- 
tions as “Do you think this ad 
would convince you,” the amount 
of money at stake in advertising 


usually is big enough to make 
these testing procedures’ worth 
while as compared with  post- 
testing. 


Answers ‘Rather Reliable’ 


“We know that respondents are 
rather reliable in their statements 
about how much a particular story 
convinces them. They are rather | 
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Hew York, H, ¥, 


INITIAL TOLERANCE AD—This is the first in a series of newspaper ads which 

the Advertising Council has sent to more than 75,000 persons at newspapers 

and organizations throughout the United States in support of its new United 
America program. 


unreliable in their statements 
about how much interest they 
have in an ad. They are rather 
unreliable in judging the atten- 
tion value of humorous copy. 
But taking all such peculiarities 
into account and treating the find- 
ings of such a survey as indica- 
tions rather than verdicts, the 
value cannot be overrated,” he de- 
clared. 

But before a respondent can be 
confronted with several ads, these 
ads already must have been de- 
signed, and Mr. Jaeger pointed 
out that it is physically impossible 
to design all the ads which may 
be worth pre-testing beforehand. 
“Furthermore, in spite of all the 
various manners in which a mes- 
sage can be expressed and pre- 
sented, the message itself remains 
the most important thing,” he con- 
cluded. 


No Change in Price 

F. L. Jacobs Company, Detroit 
manufacturer of the Launderal! 
automatic home laundry, has guar- 
anteed its distributors and dealers 
against any price reduction on 
Launderall to July 1, 1948. 


Because BSN brings news that its read 
ers convert into sales, it’s the best mes 
senger for your sales-message. 
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104 Prizes Given 
to AA Readers in 
ICS Copy Contest 


Cuicaco — “With entries from 
Mexico and Cuba to Canada, from 
the Atlantic to Hawaii, the 1947 
International Correspondence 
Schools copy-judging contest 
closed in a blaze of glory, with 
104 winners,” Paul V. Barrett, ICS 
director of advertising, assures 
ADVERTISING AGE. 

Top-flight winner in the com- 
petition (designed to pick the 12 
best ICS ads of 1947 in order) 
was Lewis M. Russell, advertising 
manager of Culligan Zeolite Com- 
pany, Northbrook, Ill., who posi- 
tioned eight ads exactly, and was 
one spot away on two others. Re- 
productions of the ads appeared 
in the January 19 issue of AA, 
along with a coupon for those who 
wanted to enter the competition. 

H. W. Grunau, Bruce Publish- 
ing Company, St. Paul, and Roger 
D. Washburn, Boston University, 
were second, positioning six ads 
correctly and being one place 
away on three. 


Milne Third Highest 


Other winners, with the number 
of correct placements and “near- 
misses” for each: 

6 and 2 Plus; Geo. L. Milne, Jnsti- 
tutions, Chicago; John P. Jennings, 
Wilkes-Barre, Pa. 

6 and 1 Plus: A. V. Chinnock, 
Hooker Electrochemical Company, 
Niagara Falls, N. Y. 

6 on the Nose: P,. L. Haines, Mar- 
ket Research, Kansas City, Mo. 


5 and 6 Plus: Roy L. Silver, Jo- | 


seph Katz Advertising Company, 
Baltimore, 

5 and 5 Plus: F. L. Grawe, art di- 
rector, Chicago. 

+ and 3 Plus: Leonard Gessner, 
Fitzgerald Advertising Agency, New 
Orleans. 

5 and 2 Plus: Irvin Graham, Rob- 
erts & Reimers, New York; Arthur 
Clifford, Plymouth, Mich.; Frank 
Ford, Tuckahoe, N. Y.; Theodore 
Price, Cowan & Dengler, New York. 

5 and 1 Plus: Paul Hyde, McKay 
Company, Pittsburgh. 

5 on the Nose: Rowland Threl- 
keld, Enterprise Publishing Com- 
pany, Harlan, Ky.; J. M. Wheaton, 
Lily-Tulip Cup Corporation, New 
York. 


Get 4 or More 


4 and 8 Plus: J. H. Watters, 
Western Auto, New Albany, Ind. 

4 and 5 Plus: Frederic kammann, 
Roy S. Durstine, Ine., Cincinnati; 
Fred Saffan, Seventeen, Hollywood; 
J. R. Fox, MecCann-Erickson, Ha- 
vana; Clifford W. Kile, Hazelton, 
Pa.; J. C. Wigal, Wheeling, W. Va. 

4 and 4 Plus: Mrs. John T. Me- 
Lean, Vendo Company, Shawnee, 
Kan.; Bill Bonsib, Bonsib Advertis- 
ing Agency, Denver. 

4 and 3 Plus: John T. McLean, 
Vendo Company, Shawnee, Kan.; 
Earl R. Culp, Earl R. Culp Advertis- 
ing Agency, Los Angeles; Joe Kel- 
ler, Frank Dove Company, Sioux 
City, la.; Bristow Adams, Cornell 
University, Ithaca, N. Y.; Rebert J. 
Fink, Memphis; Jack F. Roestel, 
Chain Belt Company, West Allis, 
Wis.; Lou Millette, Metropolitan 
Life, ‘New York; John P. Ward, Rus- 
sell T. Gray, Ine., Chicago. 

4 and 2 Plus: D. A. Ogden, Louis- 
ville; Bob Wilsen, Tolle Company, 
San Diego. 

4 and 1 Plus: W. Matthews, 
Brooks & Matthews, Baltimore; A. 
F. Freen, Scott & Fitzer Co., Cleve- 
land; H. P. Martin, Courtland D. 
Ferguson, Inc., Richmond; Chas. E. 
Jones, KICM, Mason City, Ia. 


Hit 3 or More 


2 


Services, Oakland. 

3 and 6 Plus: F. S. Ferry, Grand | 
Union Company, New York; John G. 
Jones, Pillsbury Mills, New York. 


3 and 5 Plus: John G. Reynolds, | 
Chicago; Edith Hauber, Reeves-Eley | 
Sales, New York; L. B. Mann, The | 
Judependent, Tulsa; Homer Smith, | 


Vesley Associates, New York; An- 
rew CC. Isaacson, Brand Names 
‘oundation, New York: H. V. Mad- 
ox, Chattanooga; I. J. Vistain, Chi- 
ago, 


3 and 4 Plus: Robin E. Doan, San | 


Mateo, Cal.; Richard D. Downing, 
Xenia, O.; Wendell P. Dubbs, Palo 
Alto, Cal. 
3 and 3 Plus: Jess M. Abrams, 
Vill Burgess & Co., New York: R 
Logan, Advertising, Calgary, 
Alta.; Dan G. Mitchem, American 
/ilairdresser, New York; H. R. 
(oldberg, Katz Agency, New York; 
Chas. Tombras & Asso., Knoxville; 
. W. O'Neal, Beaumont & Hohman, 
Chicago; John LaBarbera, New 
ork; Louise Smart, Benton & 


Bowles, New York; J. P. Cassidy, | 


aston, Pa. ’ 
3 and 2 Plus: M. E. Kuhn, Chi- 
ig0; faymond Morgan, Verdun, 
Que.; Warren P. Fehlman, W. P. 


erm ret oy ey Company, Los] Carson, Jr., Harvard Business School 
_ wm. A. Snyder, Pittston, Cambridge, Mass.; H. E. Eckes, 


‘ a eee Philadelphia. York; George Wallach, New York; 


y of Illinois, Urbana. Au-| ucts, New York. 7 
Lindgren, Stevens Hotel, Chi- 2 and 3 Plus: Chas. O. Terwillger, 


Chicago; Marion Johanne-| York; Fred G. Jones, Creamery 
sen, CBlonae. Package Mfg. Company, Chicago; 

_3 and 1 Plus: S. L. Henderson,| Vernon J. Kraft, Vernon Film Prod- 
York; Wm. H. MecDaniel,} ucts, Milwaukee; H. E. Nelson, Gen- 


the Nose: David Rabens,| pany, St. Louis; Harry Paul, Boston; 
; John McDermott, Universal| S. Katz, New York; Leo Vasquez, 
Company, Clarks Summit, | Detroit. 

; Ralph Logan, Houston. 


Other Winners 


yy @ : 
2and6 Plus: W.N y wood, has been appointed to 


y, Melvin F. Hall Advertising,| Heriot, Inc., Hollywood, manu- 
Williamsville, N. Y. 

and 5 Plus: Wm. A. She »herd, } . 
Butler Bros., San Francisco. W. s.| fumes, colognes, dusting powders 
McCandless Agency, ( hie |/and sachets. Plans are being made 
; Russell W. Fischer; Occidental 
Life Insurance Company, Los Ange- 


Milling Machine Company, Cincin-! “In Person.” 


Elliott F. Higgins, New York. 
2 and 4 Plus: Raymond E. Proch- Adds Editorial Feature 


me | 
Company, Florence, Mass.; 
| 
, Sholts Adv. Agency, Los ‘Ange. | 


ear. Clovelsas: panale A, Ris: | Mich., has added a home edited 
ine, ullalo; cleanore as ayne ‘ : $ 
. Denver: dean i Tobe, ieee page, with Loraine Collins as 


Niagara-on-the-Lake, Ont, W. food editor. 


E. Sheppard, Clements | Cleveland; E. U. M. Gilbert, New 


+ 


Plus: W. L. Benson,| Arthur C. Frankstein, Chicago; Paul 
Ind.; Fred A. Russell,| S. Ellison, Sylvania Electric Prod- 


Dowd, National Research | Jr., Macfadden Women’s Group, New 


eral American Life Insurance Com- 


and Institutions. These “ 
GUMM 


Appoints Geissinger 


Plus: Eugene A. Cox, W. B. Geissinger & Co., Holly- 


Type of List 


Sincere “hier b | handle the advertising of de 


facturer and distributor of per- 


for the introduction of the com- 
H. Holbere, Cincinnati|Pany’s new fragrance ensemble 


A. Grane, P rophy lactic 


Women’s Specialty Chains.. 
The Herald, Grand Rapids, 


Gleeson, W. B. Davis 


ee ee ee 
i 
el 
Hd 


3 and 7 Plus: Oscar Lunden, East | 
Orange, N. J.; Vance Fawcett, Kaiser | 


CLOCKS 


SPECIAL MODEL 
for 


‘Instead of a bell ringing, it shouts, 


‘Solid Cincinnati reads The Cincinnati Engutrer’”’ 


OTHER ROUSING FACTS: 


® The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, d 


® The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


® The Cincinnati Enquirer carries more ac 
than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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ATTENTION MANUFACTURERS 
WHOLESALERS e DISTRIBUTORS 


SOMETHING NEW—MAILING LIST ON LABELS 


NOW YOU CAN GET NEW ACCOUNTS AND INCREASED SALES 
with our pre-addressed ““MAILING LISTS ON LABELS.” 
now using our up-to-date NATION-WIDE MAILING LISTS ON LABEI LS to reach 
Retail and Wholesale Outlets, 


Most manufacturers are 


Alert Distributors, 
** come to you clearly addressed (no carbons) ; 

ED AND PERFORATED for your quick application to mail promotions. 
TO AFFIX (like a postage stamp)—No typing. Your 
ings at one-quarter of the pre Romy 
your products and put your offerings 
100% accurate. IMMEDIATE DELIVERY ON ALL THESE LIST 


World-W ide Exporters, 


office boy can address your mail- 
Choose the buyers who should be informed of 
All our pots are guaranteed 


c 
whetesale Houses. . 
ent Si 
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Colleges ($844 


CHAIN a —_ 
Chains 5-1.00 Variety Stores. . (1440) 
General Mdse. Chains........ (1641) 
Drug Chain Buyers Rendeumstaret 1755) 
Jewelry Chains .............. ( 723) 


: rt oBttead +> 


Govt. (4179) 

Gen'l ‘Seoladine (N.E. pepevne (1655) 
esale . (2641) 

Sporting Goods, Retail.. 


(1170) 
Commercial Stationers, Retail. (2201) 


wu— 


BUYING HDQRS.: 
Grocery Chains Buying Hendatrs. (2198) 


St 
Auto Supply Chain Stores 


Guaranteed 100°, Accurate. Check with order please, or C. O. D. 


REACH ALL CO., 209 EAST 2nd ST. (Dept. 68) N.Y.C.9,N.Y. OR 4-1772 


aily and Sunday. 
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Artists like the way 
we faithfully match 
their colors 


FLNE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


Efforts to Cut Ad 
Volume in Britain 
Proceed Slowly 


Lonpon — Attempts to reduce 
the volume of British advertising 
by voluntary means are continu- 
ing, but the progress to date is 
almost invisible. 

The last government budget in- 
cluded a revolutionary proposal to 
allow advertising deductions for 
tax purposes up to only 50% of 
advertising expenditures, on the 
theory that conservation of sup- 
plies and expense was essential, 
and that much advertising was 
unnecessary because of shortages 
of goods. The proposal caused a 
furore, and was subsequently 
withdrawn after British ad inter- 
ests agreed to try to work out a 
voluntary reduction in expendi- 
tures. 

For some weeks. discussions 
have been going on between the 
Board of Trade (ministry of com- 
merce) and the working commit- 


Jo a Copywriter... 


READY TO 


MAKE A 


OMEWHERE there is a man, age 28 to 35, 
who will find at Abbott Laboratories the 
copywriting opportunity he has been seeking. 

He has been turning out good copy and ideas for 
three or more years, but his agency or company is 
too small or too narrow for him to grow, too big 
or too superficial to recognize his merit. He has 
a lively imagination. He thinks logically. He likes 
to dig for selling points — and has the ability to 
put them on paper in an interesting and persuasive 
way. If he does not have a medical or pharmaceutical 
background, he is experienced enough to recognize 
that product knowledge can be acquired and sales 
principles applied the same as in any other kind of 
advertising. He may not be earning a high salary 
now, but we'll pay him enough more to make the 
change worth while — and then keep him satisfied 
so long as he does the same for us. He’ll find room 
to use his full talents, for all of our work is done 
within and by our own organization. When he 
finds a place to live — and we don’t pretend that’s 
easy — he can enjoy suburban living near his work 
or commute from Chicago in an hour against, not 
with, the heavy traffic. He will not bother us with 
a casual telephone inquiry — he will write a letter 
outlining his experience and educational back- 
ground, and enclose samples of his advertising work 
and other writing that indicate imagination. We 
hope he will write us tonight— for we'd like to have 


him start with us soon, and stay a long, long time. 


WRITE—DO 


R. Blayne McCurry »y Direct 


Abbott Laboratories 


NORTH 


or, Advertising and Pub 


CHICa~acd, 


CHANGE 


NOT PHONE 


lic Relations 


ILLINOIS 


tee of the Federation of British 
Industries, which has accepted the 
difficult task of making concrete 
suggestions for reducing advertis- 
ing volume. Little progress has 
been made, but admen realize that 
if nothing substantial is done, the 
50% proposal will appear again in 
the next budget, to be set up in 
April. If it does, it is almost cer- 
tain to be enacted into law. 


Can’t Reach Solution 


The principal problem at pres- 
ent is to determine exactly what 
the Board of Trade would like to 
have done. Heretofore, the Board 
of Trade has exchanged informal 
views with the committee on the 
nature and degree of advertising 
cuts which the government hopes 
can be achieved, but now, as the 
result of pressure, the board says 
that it will provide no guidance 
whatever. 

Commenting on the situation, 
the January Journal of the Adver- 
tising Association said that “there 
is no doubt that since the end of 
the war the attitude of the gov- 
ernment and some of the depart- 
ments has been hardening against 
advertising.” 

Absolving the Chancellor of the 
Exchequer of any ulterior motives 
in suggesting the 50% rule on ad- 
vertising, the Journal said: 

“Many of his supporters regard 


{in charge of plans. 


| both advertising and the press as 
| fair game for their political spleen. 
| Advertising is just another part of 
‘capitalism that can be struck 
|down. And, by striking they be- 
lieve they can injure the press. 

| “This present attack is the third 


onslaught the industry has suf- 
|'fered during the past two years, 
irrespective of the indirect attacks 
such as reductions in newsprint 
/and paper supplies.” 

> 


FCC's 12 New 
Video Applicants 
Indicate Trend 


WASHINGTON—Twelve new tele- 
vision applications in a 48-hour 
period recently dramatized the 
tremendous increase in interest in 
| the television medium now becom- 
|}ing evident from FCC records. 
| Three of the applications were 
'for stations in Atlantic City. 
Among the other applicants were 
| Cowles Broadcasting Company, for 
Des Moines; WHB Broadcasting 
brag ed for Kansas City; WHEC, 
| for Rochester, N. Y.; Zenith for 
|Chicago. Other applications were 
| for Syracuse, San Diego, Houston, 
|Richmond, Va., St. Louis, and a 
‘non-commercial TV _ application 
from DePauw University, Green- 
castle, Ind. 
| Currently there are seven li- 
|censed television stations, and 81 
under construction (including 12 
| broadcasting under temporary per- 
_mits). There are 60 applications in 
‘hearing and 61 other applications 
' still unprocessed. 


‘Census Bureau Studies 
School Enrollment 


A Census Bureau survey 
school enrollment 
school attendance by children in| 
rural areas, and by non-whites, | 
except in the South is catching up | 
with the traditionally better rec- | 
ords of urban children. 

The bulletin, Series P-20 No.| 


Advertising Age, March 1, 1948 


SG SF BF HBF BGS SSS SSS SSSsSsSsAsAsTAT TAK 


You Ought toKiow. » « 


Jess Barnes 


SSBB SSS SVS SVSSSVST VTS *** 2727 ee 


He is a member of the New 
Jersey championship badminton 
team, an expert furniture maker 
and a better than average golfer. 
He also is vice-president in charge 
of sales for the 
Mutual Broad- 
casting System. 
His name: Zen- 
don Chappell 
(Jess) Barnes. 

Had it not been 
necessary for him 
to go to work at 
the age of 14 he 
might have been 
an artist. His in- 
terest lay in that 
direction and his 
teachers found his charcoal and 
pencil sketches promising. 

At 14 Jess was an office boy for 
Publisher Frank Munsey. A few 
years later he became general 
factotum of Charles Edison’s 
Thimble Theater in Greenwich 
Village. Next noteworthy stop in 
young Barnes’ career was at the 
West Orange Edison plant where 


Jess Barnes 


‘he talked himself into a book- 


keeping job when he “didn’t know 
one side of the ledger from the 
other.” Working days, he attended 
school nights to learn accounting. 

By 1923 Mr. Barnes was a sales- 
man in the outdoor advertising 


| field where he was to remain for 


the next two decades with the ex- 
ception of one year spent in an 
agency. Pencil sketches were en- 
tirely forgotten. Jess fared very 
well as a salesman, thanks to fi- 
nancial institutions which he in- 
terested in outdoor advertising. 

Not only did he progress per- 
sonally, but he contributed a great 
deal to the advancement of the 
medium. He was one of the per- 
sons instrumental in furming the 
Traffic Audit Bureau, which gave 
advertisers some idea of what they 
were getting when they bought 
outdoor advertising. He initiated 
the supermarket studies and sub- 
sequent presentations resulting in 
new business for the outdoor me- 
dium. For nine years he was vice- 
president of Outdoor Advertising, 
Inc.; this job he left to join the 
Mutual network in 1943. 

The broadcasting executive says 
his wife, Dorma Lee, radio and 
concert singer before her mar- 
riage, played an important part in 
his decision to leave the medium 
in which he had worked for half 
his life and try his luck at selling 
radio. Mrs. Barnes, an early Vic- 
tor artist, sang with the Roxy 
Gang, the WEAF light opera com- 
pany and was WOR’s Crinoline 
Girl. 

“She kept telling me what a 
good thing radio was,” Jess ex- 
plains with a smile. “And when 


ithe networks started taking many 


pointed out the weaknesses of 
radio—and I knew them—I began 
to believe her.” 

Another person tipped the scales 
heavily in favor of radio—Dr. 
Miller McClintock, former chief 
of the Traffic Audit Bureau, who 
was named president of MBS in 
January, 1943. A month later Jess 
|Barnes—his friend with whom he 
had worked in the outdoor in- 
dustry—joined him at Mutual. 

The thoroughness with which 
Mr. Barnes went to work on com- 
peting media during his days as 
an outdoor salesman has on occa- 
sion caused him discomfiture, now 
that he is a radio convert. 

“Now and then I find a prospec- 
tive client throwing some of the 
old arguments I used to give 
(against radio) when I was sell- 
ing outdoor back in my face,” he 
explains. “But, of course, I have 
an answer for him. We can reach 
97% of the homes with radio. No 
force has the potential of what 
we've got.” 

Mr. Barnes is pleased with his 
sales staff at Mutual and points 
with pride to recently acquired 
clients, such as Coca-Cola, Kaiser- 
Frazer and Armour. 

When speaking of selling radio, 
Mr. Barnes always injects a good 
word for Mutual’s “listenability,” 
which he calls a circulation base 
for radio, and the best measure- 
ment of the size of the theater so 
far devised. 

“Mutual spent $200,000 de- 
veloping this device to take the 
blue sky out of radio. All we want 
now is some group, the BMB, the 
NAB or whatever, to take it over 
and keep it up to date for the in- 
dustry,” the network executive 
says. 

As for Mutual’s own selling 
plans, Mr. Barnes says the net- 
work will continue to improve its 
facilities, with increased emphasis 
on television. There will be more 
mood’ programming “with which 
MBS has been unusually success- 
ful on Sunday afternoon” due to 
a spine-tingling crime lineup. New 
program ideas will, of course, be 
studied constantly. Meanwhile, 
the network hopes to lure addi- 
tional dealer -sponsored shows 
through the inducement of savings 
netted by having local stations pay 
the announcer’s cut-in charges. 

Mr. Barnes, a good-looking, af- 
fable man of 48, has blue eyes and 
curly gray hair. He and his wife, 
who sometimes sings for friends 
at parties, live in Short Hills, N. J. 
Their two children, Leigh and 
Nicholas, both of whom are away 
at school, are tall like their six- 
foot-three father. 

There is never the faintest 
‘chance of anyone’s missing his 
‘favorite radio program at the 


|of the dollars I had been getting | Barnes’ household. At last count 


indicates that | for outdoor even after I had | there were 11 radios in the house. 


Five Appoint Makelim 


Makelim Associates, Hollywood, | 
|/has been appointed to handle the 


advertising of Louis T. Busch 


12, based on a sample study last! Company, West Coast land devel- 


April, shows 98% of the children 
10 to 13 


years old enrolled in 
schools. It shows 1,300,000 vet- 
erans in school, 85% of them in 
colleges 


|opment concern; 


Vital Products 


Company, producer of _ ethical 


|pharmaceuticals and organic com-_ 
. |pounds for agriculture; Ball Lab-| 
or professional schools, | oratories, manufacturer of deodo- 


where they made up three-fourths | rants and proprietaries; National 


of the male enrollment. 


Darrow Joins Dorville 


G. Potter Darrow, formerly a/| 
representative of N. W. Ayer &| 
Son, has joined the Philadelphia 
office of Dorville Corporation, ad- 
vertising, merchandising and sales 
promotion firm, as vice-president 


| Trailer Stores and subsidiaries, re- 
| tail 
|manufacturer of house trailers, 


chain store operators and 


and Edmond Salons. 


Paper Group Elects 


L. J. Belnap has been elected 
chairman of the executive board 
of the Canadian Pulp and Paper 


| Association. 


'Concord Names Smith 


Harry C. Smith, formerly sales 
|} promotion manager of Aldens, 
Inc., has been named advertisin< 
and sales promotion manager co! 
|Concord Radio Corporation, Chi- 
cago. 


Mann Incorporates 


| Mann Advertising Company, 
|Los Angeles, has changed from 

| partnership to a corporation anc 
| will be known as Mann Advertis- 


| ing Company, Inc. 


| Adds Film Account 


| Regency Audition Films, New 
York, has appointed Rodgers & 
| Brown, New York, to handle it: 
| advertising. ‘ 
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INDUCEMENT—"It's a frank induce- 
ment to get you to try Dennison's 
foods,” reads test copy of Dennison 
Food Co., Oakland. Campaigns are now 
running in Fresno, Sacramento and San 
Diego through Honig-Cooper Co. and 
Brisacher, Van Norden & Staff, San 
Francisco. 


Packard Expands 
‘Home Town’ Ads, 
Magazine Budget 


Detroir—Packard Motor Car 
Company’s 1948 advertising is 
under way with the largest “home 
town” advertising schedule in its 
49 years of auto manufacturing, 
and a big new outdoor and maga- 
zine drive is scheduled for this 
spring. 

Packard is using 1,230 newspa- 
pers in 1,192 cities to emphasize 
its all-season heating and venti- 
lating system in three 1948 Pack- 
ard Eights. Next week it will 
run another page in the same 
newspapers on the power and 
economy of the new autos. 

“Right on the heels of these will 
be a color poster appearing on 
5,707 outdoor plants for 30 days,” 
according to Hugh W. Hitchcock, 
director of advertising for the 
company. 


Uses 11 Magazines 


Packard’s magazine _ schedule | 
includes Collier’s, Fortune, Har- 
per’s Bazaar, Holiday, Life, News- | 


week, The New Yorker, The | 
Saturday Evening Post, Time, | 
Town & Country and Vogue. Mr. 


Hitchcock revealed that the maga- | 
zine budget this year will be 16% | 
greater than the $542,812 (AA,) 
Feb. 23) spent last year. 

“Our new policy on national 
Magazine advertising,” he dis- | 
closed, “includes: (1) Copy aimed 
at objectives specifically uncov- 
ered by a recent consumer survey; | 
(2) tapping of diversified mar- | 
kets through separate and distinct | 
campaigns, and (3) more frequent 
appearances of different advertis- | 
ing messages.” 

The account is handled through | 
Young & Rubicam. 


| 


Abrahams to Treasury | 


Howard P. Abrahams, manager | 
of the sales promotion division of | 
the National Retail Dry Goods 
Association, has been appointed 
retail consultant to the United 
States Treasury Department for a} 
Period of 90 days. He will direct | 
and coordinate the retail cam- 
‘ ign for the sale of U. S. security 
onds. 


WBT Shifts Tredwell 


Kenneth I. Tredwell Jr. has 
Seen promoted to assistant pro- 
fram director of WBT, Charlotte, 
N. C. He has been with the sta- 
ton for the past year, having left 
WDUK, Durham, where he was 
program director. 


Chelsea Names Roush 


Chelsea Milling Company, Chel- | 
‘ea, Mich., has appointed the| 
L. W. Roush Company, Detroit, to | 
fandle advertising for Jiffy pre- 


bared flour mixes. ! 


Window Maker 
Turns Ads to 
Brochure Sales 


Str. Lours—During the next year 
or so, Mesker Brothers, metal win- 
dow manufacturer, will devote 
most of its advertising to selling a 
brochure, instead of its windows. 

The brochure—“How to Plan a 
Better Home with Metal Win- 
dows’”—sells for 50 cents. It will 
be promoted, on a test basis, in 
single column ads in American 
Home, Better Homes & Gardens 
and Small Homes Guide. The ads 
are in all essentials mail-order 
book ads, not window ads. 

~The brochure itself is a 28-page, 
three-color job with articles by 
Dorothy Draper, decorator; John 
Normile, building editor of Better 
Homes & Gardens; Roy Wenzlick, 


real estate economist, and Royal 
Barry Wills, noted home architect. 
There is also plenty of sell for 
Mesker metal windows. 

The brochure was developed by 
Krupnick & Associates, St. Louis, 
Mesker agency, and its press run 
(40,000) and price were set after 
an intensive investigation of the 
sales possibilities for literature of 
this kind. 

Sales volume of the brochure is 
currently reported running close 
to the agency’s predictions, and a 
progressive rate of return is ex- 
pected as the building season gets 
under way. Additional media may 
be tested later this year and next, 
when Mesker will step up its push 
for orders. 


Names Honig-Cooper 
Cedergreen Frozen Pack Cor- 

poration, Seattle, has placed its 

advertising with Honig - Cooper 


Company, Seattle. The agency 
will continue to handle the canned 
salmon advertising account of Pa- 
cific American Fisheries, Belling- 
ham, Wash., which recently ac- 
quired controlling interest in 
Cedergreen. 


Drops News Program 

Peter Paul, Inc., Naugatuck, 
Conn., dropped its early morning 
newscast on Mutual after Feb. 27. 
The contract, through Platt- 
Forbes, New York, has run 13 
weeks. The advertiser, which now 
carries spot advertising and a 
Pacific Coast show, plans no im- 
mediate replacement for the daily 
commentary. 


Names Davidson V.P. 


R. L. Davidson, formerly sales 
supervisor of the Grolier Society 
Ltd., Toronto, has been named 
vice-president of the company. He 
has been with the publisher of the 
“Book of Knowledge” since 1935. 
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O’Brien Names Bellows 


Barbara Bellows, formerly as- 
sistant to the head designer and 
merchandising manager of Watson 
& Boaler, Inc., Chicago, has been 
named color stylist to head the 
color clinic of O’Brien Corpora- 
tion, South Bend, Ind. 


SALESMEN 


DO YOU KNOW YOUR 
SALES I. Q.? 


Get this complete personal analysis of your sales 
ability. Learn how you can bmprove your selling. 
Find out if you are above the national average 
in’ your field. SURVEY FACTORS SALESABIL- 
ITY Examination and Analysis helps you achieve 
your goal. Used by many of country’s leading 
sales organizations. Now available to individuals 
for only $5.00. Unbiased, scientific, this com- 
plete confidential analysis can help you find the 
way to greater success. Money back if not satis- 
fied. Send check or money order today te... 


SURVEY FACTORS 


415 S. Washington St., PEORIA 2, ILL. 


Bon Grussing Knows His Eggs! 


How 


Break six fresh eggs into a double boiler. Fold in one 
cup of cream. Do not beat. Cook slowly, stirring con- 
stantly. When eggs are about half done, add one pack- 
age Philadelphia Cream Cheese, broken into bits. Just 
before removing from fire, add one jigger dry Sherry. 


‘“‘We use the AMERICAN POULTRY JOURNAL to get good 
coverage of regular farmers who on the average farm 
well over one hundred acres at a comparatively low 


rate. 


‘‘From experience we have learned that these regular 
farmers, because of their interest in producing poultry 
and eggs, are good cash buyers with a regular cash 
income from month to month. We also realize that 
many of the farm women and older children do most 
of the poultry raising on the farm and since the wife 
and children are partners in almost every farmer’s 
business, they have considerable influence on the fam- 
ily’s buying habits. Therefore, we cover the farmer and 
the farmer’s wife and their older children with the 


Bon Grussing Cooks His 
Famous Scrambled Eggs 


Bon Grussin g Says: 


AMERICAN POULTRY JOURNAL.”’ 
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of egg production. 


breakfast EGG. 


Bon Grussing, advertising manager of the 
Minneapolis Moline Power Implement Com- 
pany, is famous among his friends for his 
scrambled eggs, whipped up for Sunday morn- 
ing breakfast, or a late snack when friends 
drop in. While Grussing’s recipe—given else- 
where on this page—is for a special dish, 
remember that eggs appear on almost every 
American breakfast table the year around. 


That’s what makes the egg industry such an 
important one. Last year, AMERICAN POULTRY 
farmers received $1,479,981,000.00 spot cash for 
eggs. In addition, they have received another 
$1,641,059,000.00 for poultry, making a total 
cash income of more than THREE BILLION DOLLARS. 

One publication effectively reaches this great 
market— AMERICAN POULTRY JOURNAL. 92.8%, 
the circulation of AMERICAN POULTRY JOURNAL 
is concentrated in areas which produce 85.3°% 


A schedule in AMERICAN POULTRY JOURNAL 
will bring your story into more than 500,000 of 
these homes made prosperous by the every day 


“I have the biggest 
net paid circulation 
in the field.” 


Piece 


National 
hatchery advertis- 
ing than any other 

magazine in the 


hg 

> New York 
‘ A. B. McClanahan Co 
bs 295 Madison Ave 


= Ph. Lexington 2-1234 
5 Mitta 2 ro Detroit—-Hil. F. Best 
iA ve eg 131 W. Lafayette St. 


Phone Randolph 7298 


Copyright 1948, American Poultry Journal 


POULTRY 


JOURNAL 
$i Ge. Cae, Se. toad. aieat 


Advertising Representatives 


Los Angeles 


~orh 


Minneapolis—J. P. Maloney Co 
1019 Northwestern Bank Bidg 
Phone Atlantic 2229 


Robt. W. Walker Co. 
684 S. Lafayette PI. 
Phone Drexel 4388 
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G-M Lab. Ups Howcroft 


Clifford Howcroft, eastern sales 
representative for G-M Labora- 
tories, Inc., Chicago, has been 
named sales manager of the com- 
pany’s line of Skan photographic 
preducts. 


Appoints Helzer 

Thomas W. Helzer has joined 
Advertising, Inc., as production 
manager of the Fort Worth and 
Dallas offices. 


Patterson Joins FC&B 


Jere Patterson, formerly foreign 
sales director of Parker Pen 
Company, has joined Foote, Cone 
& Belding, New York, as assistant 
to the head of the international 
division. 


Printers Plan Meeting 


The Printing Industry of Amer- 
ica, Inc., will hold its 1949 con- 
vention at the Biltmore Hotel, Los 
Angeles, Nov. 14-17. 


Sure, lots of Boy Scouts 
can kindle a fire by rub- 
bing two sticks together. 
It's a very handy thing to 
know but, generally speak- 
ing it's a lot easier to 
strike a match when you 
want to get things hot in 
o@ hurry! 


‘ 


Ever start a fire 
by bow and drill? 


It works . . . but it's the hard way! And 
you're taking the hard way when you try 
to reach the big Nashville market by any 
other means than through its two great 
newspapers... the NASHVILLE BANNER 
and THE NASHVILLE TENNESSEAN. 


The Nashville Newspapers are the one 


“surefire method of covering Middle 
Tennessee and Nashville,e THE MONEY 
TOWN OF THE SOUTH. Make us prove 


it . . . ask a Branham-Man! 


INDUSTRIAL PROGRESS: The Mantle Lamp 


Company of America has just completed 

WASHVILLE City ZONE POPULATION plans Tor a $4,000,000 plant in Nashville. 

505 This will give employment to 2000 people 

NASHVILLE MARKET POPULATION and construction should be completed this 
,843 year. 


Evening 


a”. 


NASHVILLE...THE MONEY TOWN OF THE SOUTH 


Nashville Banner The Nashville Tennessean 


Mowing » Sunday 


NEWSPAPER PRINTING CORPORATION, AGENT 


Represented by The Branham Company 


RUBBERLESS—Cory Corp., 
features a glass vacuum seal in new 
copy stressing its rubberless and flame- 
tested coffee brewer. Weiss & Geller, 
Chicago, is the agency. 


Chicago, 


March of Time 
Film on Standard 
Oil Is PR Weapon 


MATRIX COMPANY  & wasBash 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


1204 


Cuicaco — “Oil and Men,” the 
first commercial film made by the 
March of Time since it entered 
the commercial motion picture 
field, has become a _ foundation 
stone in Standard Oil Company of 
Indiana’s employe and public re- 
lations programs. 

The new movie, a 30-minute 
narrative in the clipped, docu- 
mentary technique employed by 
the March of Time for its monthly 
reviews, moves from oil explora- 
tion in the Southwest, through 
transportation by pipe line, tank 
car and barge, to distribution, 
sales and research. 

Typical stockholders, a board of 
directors meeting, close-ups of top 
company executives and even the 
timely problem of oil supply ap- 
pear on the screen, with company 
employes doing all of the acting. 


Sets Up ‘Preview Parties’ 


Rather than release the film to 
the public with a minimum of 
fanfare, as happens with many 
company films, Indiana Standard 
has authorized division and dis- 
trict sales offices, production, ex- 
ploration and refining divisions, to 
show the film at a series of “pre- 
view parties.” 

The film was originally de- 
signed for use in Standard’s dealer 
sales training program, but com- 
pany officials decided that it pre- 
sented such a comprehensive pic- 
ture of the company that all em- 
ployes should have an opportunity 
to see it. 

To assure the most effective uti- 
lization of the film and the success 
of the parties at which it is 


|to be shown, the company pre-| 


pared a 35-page booklet with 
hints, suggestions and even “pat- 
ter” to be used at the party. The 


the advance planning necessary to 
assure success, and emphasizes 


formal and that all members of 
employes families are to be in- 
vited. 

Following showings for all com- 
|}pany personnel, Standard of In- 
diana will release the film to the 
|public through its public relations 
|department here. 
| 


| cadena eacdciniintin’ 

‘To Robinson Advertising 

| Robinson Advertising Agency, 
Baltimore, has been appointed to 
direct the advertising of Eastern 

| Venetian Blind Company, Balti- 
more, manufacturer of Venetian 

| blinds. 


Names John Johnston 


John A. Johnston, formerly in 
charge of all accounting depart- 
ments of? the Chicago Sun, has 
been named office manager of 
Schwimmer & Scott, Chicago. 


Gottlieb Joins CBS 


Lester Gottlieb, formerly super- 
visor of the talent division of the 
radio department of Young & 
Rubicam, has joined Columbia 
Broadcasting System, New York, 
as a producer. 


Names John Lynch 


John T. Lynch has been named 
account manager of Booz, Allen & 
Hamilton, management consultant, 
with headquarters in the Chicago 
office. 


gee et aa 
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Names Seth Jewell 


Seth W. Jewell, formerly an ac- 
count executive of MacManus, 
John & Adams, has been named 
an assistant account executive of 
Campbell-Ewald Company, De- 
troit. 


Joins Consultants 


Eleanor Pitts, who formerly op- 
erated her own office, specializing 
in fashion publicity, has joined 
Consultants Ltd., Los Angeles 
public relations counselor. 
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ALABAMA 
Birmingham....... Sloan Paper Company 
ARIZONA 
Phoenix...... Zellerbach Paper Company 
ARKANSAS 
Little Rock....Arkansas Paper Company 
CALIFORNIA 
: weeaee Zellerbach Paper Company 
PE askcees Zellerbach Paper Company 
Los Angeles ..Zellerbach Paper Company 
Oakland ...... Zellerbach Paper Company 
Redding ...... Zellerbach Paper Company 
Sacramento ...Zellerbach Paper Company 
San Diego ...Zellerbach Paper Company 
San Francisco.Zellerbach Paper Company 
Som JOOe i.vc. Zellerbach Paper Company 
Stockton ...... Zellerbach Paper Company 


COLORADO 

_ 3a Carpenter Paper Company 
| BWP codices Carpenter Paper Company 
CONNECTICUT 


Hartford. The Rourke-Eno Paper Co., Inc. 
New Haven..Bulkley, Dunton & Co., Inc. 


DISTRICT OF COLUMBIA 
Washington 
....The Barton, Duer & Koch Paper Co. 


FLORIDA 

Jacksonville 

rer Knight Brothers 
i ..Knight Brothers 
Orlando. Knight Brothers 


Paper Company 
Paper Company 
Paper Company 


booklet contains a discussion of | 


that the “preview” is to be in-| 


Tallahassee 

Rt oF Knight Brothers Paper Company 

Tampa..Knight Brothers Paper Company 
GEORGIA 
| SN 66400 086 6s Sloan Paper Company 
“IDAHO 
reer Zellerbach Paper Company 
ILLINOIS 

0 ee Berkshire Papers, Inc. 

Chicago......... Chicago Paper Company 

Oe Midland Paper Company 
INDIANA 

Indianapolis..... Crescent Paper Company 
1OWA 

Des Moines ...Carpenter Paper Company 


| Sioux City....Carpenter Paper Company 
"KANSAS 


| Topeka........ Carpenter Paper Company 
| FPO k cscs Western Newspaper Union 
_ KENTUCKY 
| Louisville. .... The Chatfield Paper Corp. 
LOUISIANA 


Baton Rouge...Louisiana Paper Co., Ltd. 


| New Orleans....The and Paper Co. 

Shreveport..... Louisiana Paper Co., Ltd. 
| MAINE 

Augusta...Carter, Rice & Company Corp. 
| MARYLAND 

Baltimore. Baltimore Paper Company, Inc. 
MASSACHUSETTS 


Boston....Carter, Rice & Company Corp. 


Springfield....... Bulkley, Dunton & Co. 
Worcester 
| teeeneee Charles A. Esty Paper Company 
| MICHIGAN 
DORIGNE 0.0 0.9.50 Seaman-Patrick Paper Co. 
Grand Rapids..Carpenter Paper Company 
MINNESOTA 


Duluth....John Boshart Paper Company 


Minneapolis ...Carpenter Paper Company 

eS err Carpenter Paper Company 
MISSISSIPPI 

DE, cctedeve Jackson Paper Company 

Meridian ........ Newell Paper Company 
MISSOURI 

Kansas City...Carpenter Paper Company 

es Ns 0sc0ed eacon Paper Company 

St. Louis 

Pas Shaughnessy-Kniep-Hawe Paper Co. 

a eee Tobey Fine Papers, Inc. 


PRINTING PAPERS 


Distributed by 


A PRODUCT OF 


RESEARCH 


@ee 
MONTANA 
Billings ...... Carpenter Paper Company 
WOE ccacwces Carpenter Paper Company 
Great Falls ...Carpenter Paper Company 
Missoula ..... Carpenter Paper Company 
NEBRASKA 
EE oon sacs Carpenter Paper Company 
GIN 0. 4:0 6. <0 Carpenter Paper Company 
NEVADA 
Piisiccse+ede Zellerbach Paper Company 
NEW JERSEY 
Newark...... J. E. Linde Paper Company 
NEW MEXICO 
Albuquerque...Carpenter Paper Company 
NEW YORK 
Albany...Hudson Valley Paper Company 
ee RCT re A. Price & Son, Inc. 
7 See Hubbs & Howe Company 
New York.Baldwin Paper Company, Inc. 
ew York.... Bulkley, Dunton & Co., Inc. 
OW TOlRis ccs ee The Canfield Paper Co. 


New York...Forest Paper Company, Inc. 


New York...J. E. Linde Paper Company 
es. , eee Price & Son, Inc. 
OW. YOGK.0 css Royal Paper Corporation 
ee Re or Paper Service, Inc. 
OONOURO 466ccecanex Paper Service, Inc. 
» Serer Troy Paper Corporation 


NORTH CAROLINA 


Charlotte....Dillard Paper Company, Inc. 
Greensboro. . Dillard Paper Company Inc. 


NORTH DAKOTA 


| ee Western Newspaper Union 
OHIO 

Cincinnati..... The Chatfield Paper Corp. 

Cleveland. .The Petrequin Paper Company 

Columbus..... The Scioto Paper Company 

Toledo...The Ohio & Michigan Paper Co. 
OKLAHOMA 


Oklahoma City.Carpenter Paper Company 


Tulsa.Tayloe Paper Company of Oklahoma 
OREGON 

Eugene ...... Zellerbach Paper Company 

Portland ..... Zellerbach Paper Company 
PENNSYLVANIA 

Philadelphia....... Paper Merchants, Inc. 

Philadelphia....... D. L. Ward Company 

Pittsburgh 


The Chatfield & Woods Co. of Pa. 


RHODE ISLAND 
Providence. Carter, Rice & Company Corp. 


SOUTH CAROLINA 
Greenville. ..Dillard Paper Company, Inc. 
TENNESSEE 


Chattanooga..... Bond-Sanders Paper Co. 
Knoxville. .Southern Paper Company, Inc. 


Memphis......... Tayloe Paper Company 

Nashville........ Bond-Sanders Paper Co. 
TEXAS 

DE séerces Carpenter Paper Company 

3 50.69.0:0% Carpenter Paper Company 

Forth Worth...Carpenter Paper Company 

Harlingen ..... Carpenter Paper Company 

Houston.... ...Carpenter Paper Company 

Lubbock ......Carpenter Paper Company 

San Antonio ..Carpenter Paper Company 
UTAH 

Salt Lake City.Zellerbach Paper Company 
VIRGINIA 

Richmond..... Cauthorne Paper Compa"y 
WASHINGTON 

Peer er Zellerbach Paper Company 

Spokane ..... Zellerbach Paper Company 

Walla Walla..Zellerbach Paper Company 


WOME cocsce Zellerbach Paper C 


WISCONSIN 
Milwaukee....The Bouer Paper Comp«ny 


EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. 
Cable Address: APEXINC — New York 


If our distributors cannet supply your immediate needs, we solicit your patience. There 


will be ample Levelcoat Printing Papers for your requirements when our plans for | 


? 


creased production can be realized. 
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KIMBERLY-CLARK CORPORATIO? 


Neenah, Wisconsin 


122 E. 42nd St., New York 17 @ 8 S. Michigan Ave., Chicago 3 @ 155 Sansome °'., 
San Francisco 4 @ 22 Marietta St. N.W., Atlanta 3 
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perior to comparable foreign prod- | . icontributed by A : ; ° oe: " 
Wollensak Opens ucts, and second, to push Wollen- | Ad Council Backs to 1947’s cand Soccmmae’ nae | Endicott to Gibson a 
C- s . sak-equipped cameras, enlargers | + : ‘rg, Lhomas D. Endicott, former east- a 
: | First National ="? Drive for 50,000 (3,203 evrolments in nursing) cn" sdvertsing tnager of World 
ad 7 Commenting on: the new sro hitiant af ho Bicol pear Ports, has joined George H. Gibson i 
“i Ad Promotion motion, Andrew Wollensak, com- | Student Nurses J. Walter Thompson Clmeaw: | Company, New York. 
Rocuester, N. Y.—For the first | Pany advertising manager, de-| New York—The Advertising | New York, is the volunteer agency | i 
time in its history Wollensak Op- clared: With the vast research Council is supporting a campaign |0n this program under the direc-| | 
tical Company in 1948 is using | facilities, modern plants, and/to aid the nation’s hospitals, de-|tion of Anson C. Lowitz, vice- Ht 
p- space in national magazines to skilled craftsmen available, the | voted to recruiting 50,000 student | president, council coordinator. | 
ng § promote its American-made lenses a photographic stg 1S | nurses between now and next Sep- —_—_—_— bit 
roducing precisi r - : . . 
ed § and shutters. ; oa ree ae mie poe ~ . = tember. Advertisers and adver- Heads Richards-Wilcox ) 
les Quarter-page ads in Holiday, |°® , we Teer tne pud- | tising media, in cooperation with Gordon S. Cul h igned 
Life, National Geographic and The |!i¢ Should recognize this fact. the council, are now contributing | 4. iinmentidank gee a 
— & saturday Evening Post will em- Bay Wolff & Associates directs | space and time in newspapers, | marketing of the Rexall a 
phasize the theme: “Wollensak the advertising. magazines, radio and car cards|Company, Los Angeles, where he| 1 
means fine lenses. The national ee ae a a and outdoor posters. served for the past three years, to “| 
magazine drive will supplement} Two Join Basford In addition to the American | join Richards-Wilcox Mfg. Com-| 
the regularly scheduled pages in| Pom Lamonica, copy and con-| Hospital Association, representing pony: Aurora, Ill., as president. | \ 
photographic publications. tact man, and Robert Akeson,|nearly 4,000 hospitals, the Ameri- f Rana se William H. Fitch, his | i 
Faced with the problem of ad-|farm distribution specialist, have | can Red Cross, U. S. Public Health | f@ther-in-law, who died recently. | Hl 
vertising a product which is sold | Joined the New York staff of G. M. | Service, Office of Government Re- ‘ 
°° @ primarily to manufacturers and Basford Company. ports, American Medical Associa- Kayser Launches Drive 
usually only reaches the customer . tion, American College of Sur- Julius Kayser & Co., New York, | 
in the finished camera, the com- ae oe veel ™ ‘ geons and the National Committee —. —— oe eh in Lie Plas 
pany decided to set up a two- ishop Sssociates, Los An-/on Careers in Nursing also are| W1'N acs scheduled in Lije, Fldy-| 
‘ : a : geles, has been named to handle iit 3 : , bill and The New Yorker through | 
a prong drive. First objective is to the public relations of the 10th participating in the campaign. May 10, and in newspapers in 16 
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} First of a series $ 
OF ALL RETAIL SALES At Ml 
ARE MADE IN THE Wie. 


PRINCIPAL TRADING 
CENTERS 


| a) of Cosmopolitan’s net paid circulation of over 2,100,000 is 


concentrated in America’s 608 Principal Trading Centers and the trading 
areas of the 10 Multiple Markets. Over 68% of all sales retail are made in 
this “PROFIT MARKET.” 


Z ie ars 
cp 


Si i i i i i od 


e No other multi-million circulation magazine in the weekly, monthly or 
women’s service field offers as high a percentage of circulation concentration 


in these key markets.* 


e Your cost per page per 1000 readers for this concentrated ‘‘Profit Market” 
coverage in Cosmopolitan is only $2.42 for black and white, or $3.61 for 
4 colors — close to the lowest rate available in any volume magazine regard- 


less of where its circulation is delivered. *Except Time 


Sell the “Profit Market” first 
with Gosmopolitan 
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Advertising Age, March 1, 1948 


PHOTOGRAPHIC 


REVIEW 


AT MIDWEST FMA MEETING—Marian Claire, director of Station WGNB, 

Chicago, smilingly accepts position as chairman of Region 3 of the FM Associa- 

tion at election meeting Feb. 18 at the Sheraton Hotel, Chicago. Left to right: 

W. E. Ware, general manager, WFMX, Council Bluffs, la.; Miss Claire; Everett L. 

Dillard, pate we of FMA; William "Bill" Bailey, executive director, FMA; and 
David S. Ballou, vice-president, FM Reps, Inc. 


pry 


GUEST SPEAKER—Dr. Allen B. DuMont, president of Allen B. DuMont Labora- 


tories, addresses a meeting of the American Television Society in New York. 
Others on the dais are (left to right) F. M. Flynn, general manager of the 


New York Daily News; Robert L. Coe, station manager of WPIX, the News sta- 


tion, and Leonard Hole, assistant director of television for CBS. 


far 
ae ae 


Hammeres 


you CAN 
PLAY | SAFE 


® 


AD COMES TO LIFE—The tightrope walker illustrating the first of a new series 

of ads for the American Hammered Piston Ring division of Koppers Co., Pitts- 

burgh, appeared in the Koppers display at the Chicago convention of automo- 
tive parts distributors. 


CONFAB—In a huddle during the workshop meetings of NBC's eastern affili- 

ates at the Waldorf-Astoria are (left to right) E. B. Lyford, assistant manager, 

NBC station relations department; B. Walker Sennett, treasurer, WERC, Erie, Pa., 
and Jacob A. Young, president of WERC. 
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MPERAAY 
means tay PUA 0:9 000 TA vad 


Bes 


[mr w : 9 
> Now smile... 


like you owned a 


CARNIVAL—This three-dimensional 

counter canopy in red and white is one 

of the spring point of sale pieces be- 

ing distributed by Hiram Walker, Inc., 
Detroit. 


OUTDOOR AWARD WINNERS—The gold medal first prize in the 16th National 

Competition and Exhibit of Outdoor Advertising Art, sponsored by the Art Di- 

rectors Club of Chicago, was won by H. J. Heinz Co., Pittsburgh, with Howard 

Scott's poster (top). Nash Motors Div. of Nash-Kelvinator Corp. took the silver 

medal for second place with another Scott painting. Third-prize bronze medal 

went to National Biscuit Co. for the Ritz poster by Ralph Von Linden. (Story 
on Page 6). 


ADDS OKEY—Oakite Products, Inc., 
New York, has put Okey Oakite, the 
trade character used in publication ad- 
vertising, into the design of the new 
Oakite package, just released. Calkins 
& Holden, New York, is the agency. 


DISCUSSING THE AWARDS—Judges who picked the first-place Heinz poster and other winners in the 16th Outdoor Adver- 

tising Art competition of the Art Directors Club of Chicago were (left to right): Fred Charlton, chairman of the club's exhibit 

committee; Douglas Smith, Buchen Co., club president; Fred Glauser, Honig-Cooper Co., San Francisco; Burton Wyatt, 

Burton E. Wyatt & Co., Atlanta; John H. Kies, Needham, Louis & Brorby, Chicago; A. A. Dailey, Santa Fe System, Chicago 

{back to camera); N. F. Lawler, Nash Motors, Detroit; Rene Clarke, Calkins & Holden, New York, jury chairman; George 

Oliva, National Biscuit Co., New York; A. H. Caperton, Dr. Pepper Co., Dallas, and Walter K. Nield, Young & Rubicam, 
New York. (Story on Page 6). 


FOUR A'S 1947-48 BOARD AT FINAL QUARTERLY MEETING-—Seated (left to right): Fairfax M. Cone, Foote, Cone & Beld- 
ing; Vice-Chairman Thomas D’A. Brophy, Kenyon & Eckhardt; Chairman J. C. Cornelius, Batten, Barton, Durstine & Osborn; 
Sigurd S. Larmon (chairman, advisory committee) Young & Rubicam, Inc., and Secretary-Treasurer Clarence B. Goshorn, 
Benton & Bowles. Standing: George Link Jr. (Four A's counsel); Melvin Brorby, Needham, Louis & Brorby; Leo Burnett, 
Leo Burnett Company; Gordon E. Hyde, Federal Advertising Agency; Theodore L. Bates, Ted Bates, Inc.; John P. Cunning- 
ham, Newell-Emmett Co.; Frederic R. Gamble, president, Four A's; Joseph T. Coenen, Alley & Richards; Lee E. Hood, Richard 
A. Foley Advertising Agency; Henry M. Stevens, J. Walter Thompson Co.; A. W. Seiler, Cramer-Krasselt Co., and James 


H. S. Ellis, Kudner Agency. Absent were James R. Adams, MacManus, John & Adams; Warren E. Kraft, Honig-Cooper Co., 


and F. B. Ryan Jr., Ruthrauff & Ryan. 
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Myrtle Barnard 


PLACEMENT SPECIALIST 


Headquarters 
For 


ADVERTISING PERSONNEL 


Male and Female 


HARrison 5409 


LOGSDON PERSONNEL 


19 W. Jackson Boulevard 
Chicago 4, Illinois 


RATES: 60c per line, minimum charge $3, Cash with order. Figure bold face heads (maximum two lines 
4 face 34 per line. Hox numbers add two lines. Copy deadline 
ion date. Display classified advertisements take card rate of $10 


25 letters and spaces per line; light 
Thursday noon, 11 days preceding 


| 
| 
| 
per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display | 
} 


HELP WANTED 


MISCELLANEOUS 


| 


HELP WANTED 


ADVERTISING & PUBLISHING | 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 


GEORGE WILLIAMS CO.—Personnel | 
(209 8S. State St, Har. 2063, Chicago 


| 


POSITION OPEN | 
With agencies, advertisers, publish- 
ers, ete., for both men and women, 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
previous adv. 


20 yrs. exp. 


ISSN. Wabash, FRA. 0115, Chicago | 


FOR SALE... 


MAILING 
EQUIPMENT 


@ THREE Cheshire Mailing 
Machines 
Model SL-VF47 
Practically new. 


Handle any size maga- 
zine or tab newspaper. 


PRICE $9,500 each. 


. 

@ THREE Bunn twine tieing 
machines. Practically new. 
PRICE $600.00 each. 

» 


@ ONE single wrap machine, 
fair condition. 
PRICE $800.00. 


Terms cash. All prices F.O.B. own- 
er's site. Immediate Delivery. 


Box 6974, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IHinois 


| 
| 
| 
| 
| 


Wanted 


Advertising and Sales 
Promotion Manager 


Large national advertiser in 
mid-west, with volume of elec- 
tric appliance business includ- 
ing refrigerators, offers good 
opportunity for advertising and 
sales promotion manager. Ex- 


perience necessary. Write: 


Box 6979, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| 


EXPERIENCED SPACE 
SALESMEN 


Radio-Television-Electronics 


Topmost trade publishers in this field 
adding men to strengthen sales organiza- 
tion. Want experienced men who can 
take on greater responsibility when abil- 
ity is proved. Liberal draw against com- 
mission Real opportunity for advance- 
ment. Must be hard workers. We want 
to interview successful space salesmen 
who may be considering a change and 
would find new inspiration in this fas- 
cinating field. Write in confidence giv- 


ing details of space-selling experience; 
present earnings. 

CALDWELL-CLEMENTS, INC 
480 Lexington Ave., New York 17, N. Y. 


PRODUCTION MAN 
WANTED 


Leading Chicago Agency with important 
national accounts is now expanding its 
facilities. We need a hot Assistant 
duction Manager. Excellent spot for well- 
grounded young fellow who knows the 
business and can follow through on jobs 
Salary $5,000 to start Box No. 6976, 
ADVERTISING AGE, 100 E. Ohio Street 
Chicago I!, Iilinois 


| Fiela 


| tion Manager, Milwaukee 1, Wis. 


| opportunity 


EXPERIENCED 
RETAIL ADVERTISING 
SALESMAN 
wanted by the Fort Wayne, Ind., 
News-Sentinel. Permanent position 
for a man who ean intelligently sell, 
make good layouts and write copy. 
Not interested in high pressure 
salesmen or floaters. Excellent 
proposition and opportunity for 
steady, reliable man. Give complete 
details in first letter as to experi- 
ence, personal history, references 
and salary expected. Write F. E. 
Bennett, Advertising Director, News- 
Sentinel, Fort Wayne, Ind. 
Editor wanted for 
tional construction journal. Must 
know how to use Speed Graphic. 
Knowledge of advertising would 
help. About two weeks travel each 
month. Position offers good fufure 
to the right young man. Give com- 
plete information including expected 
salary in first letter. Our Staff 
knows of this ad. 
Box 9446, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


top sec- 


NEEDLE-IN-A-HAYSTACK? 


| - 3 . * 
We need an artist who is TOPS on 
| finished 


lettering and better than 
average on layout. ; 
The kind of artist we want is well 


established now in a good organiza- 


tion, or as a free lance, but might 
LIKE A CHANGE! 
We offer top pay, congenial asso- 


ciates, security. 
If you REALLY are the kind of 
artist (man or woman) we described, 


and if you think you'd like to try 
DETROIT, we'd like to hear from 
you. Address: 


Box 9455, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Il. 


WANTED 
Man or woman to handle circulation 
on small Chicago trade paper and to 
assist in general office duties. Should 
be good typist. Phone: Wabash 1001. 
ARTIST WANTED 

Advertising Agency in Middle West- 
ern town of 100,000 near Chicago 
wants young artist, 20 to 30, with 
some experience in layout. Man who 
qualifies would be working directly 
for Art Director in two man Art 
Department. Good opportunity. Write 
giving experience and salary re- 
quired. 

Box 9463, ADVERTISING AGE 

400 E. Ohio St., Chicago 11, Ill. 


car, 


Assistant sales manager with 
free to travel, to hire and train sales 
personnel for national advertising 
plan. W. E. Nunn and Associates, 
30 W. Washington, Chicago. 


POSITIONS WANTED 


COPY AND IDEA MAN: The Mil- 
waukee Sentinel is expanding 
copy service department to 

better service to advertisers. 

offer an excellent opportunity 

man who can develop ideas 
write copy that “sings” and sells. If 
you have experience on retail ac- 
counts or consumer products write 
at once, giving full details, includ- 
ing salary requirements and send 


give 
We 
to a 
and 


| samples of printed production, Pleas- 


fellow 


its | 


ant office, pleasant workers, 

pleasant city. 
MILWAUKEE 

Attention: Andrew 


SENTINEL 
Hertel, Promo- 


sized agency located in smaller mid- 
western city. Send samples and full 
details. 
30x 9456, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


LAYOUT ARTIST WANTED: If you 


| are a topnotch layout artist who has 


| 


specialized in visuals, and can take 
over some lettering and general art, 
you're the man we want. Position 
is permanent. You have your own 
office, work in a newly re-modeled 


|}department with congenial person- 
lnel. Write fully stating salary re- 
|quirements and send samples of 


printed production (either layouts 
or finished art). MILWAUKEE SEN- 
TINEL, Promotion Department, Mil- 
waumee 1, Wis. 

Young Man, Marketing Research 
Small but well known marketing 
research organization 


young man just graduating from 
school for Chicago office. Prefer- 
ably a marketing major. Excellent 


for practical training 
and good future prospects. 
Box 9452, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BUSINESS PAPER ABC with estab- 


| lished business seeks space salesman 


for Chicago-Milwaukee territory on 
straight commission basis. Submit 
all details with first letter. 

Box 9461, ADVERTISING 
330 W. 42nd St., New York 


AGE 


| a eo 


NEED A PRINTER 


We specialize in publication 
work. Magazines, Catalogues, 
Directories, Brochures, Booklets. 


Will be glad to call on you at 
your convenience. 
MORTON PRINTING COMPANY 


Pontiac, Illinois 
Phones: 5060 and 6111 


WANTED PUBLISHER'S 
REPRESENTATIVE 


to share established Chicago office 
and secretary's time. Attractive 
deal. 

Box 6972, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


ADVERTISING 
AVAIL 


EXECUTIVE 
BL 


Detroit auto 

Preferably 

Seasoned exec 

e of basic media 

advertising, mer 

sales promotior Age 34, mar 
Minimum salary $7500 Inquiries 


char 
ried 
ited 
Box 6973. 
100 € 


ar 
lising 


ADVERTISING AGE 
Ohio Street. Chicago {!. Illinois 


WANTED: Artist and Production 
| Manager. Creative layout and fin- 
ished art. Well-known, medium- | 


| saler 


seeking a/| 
| Back 


for Chieago, Boston, Philadelphia 
and Pacific Coast. Immediate action 
| suggested. 


|} advertising 


J 


organization? 


Production Manager Available 
to progressive advertising agency. 
10 yrs. adv. agcy. and publ. exp. in 
all phases prod. work. Exc. refs. 
Pleasing personality. For further 
interesting details, please write: 

Box 9457, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II. 


Public-Relations, newspaper man— 
tops on news release placements; 
presentations; strong on contacts. 
Box 9458, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HOW bDO YOU CHOOSE 
YOUR PERSONNEL? 
Is experience the only criteria of 
copywriting ability? Newness and 


originality are the life blood of the 
business. Why not in- 
fresh plasma into your 
See the portfolio of 
this college grad. Veteran, age 24. 
Call Wabash 3183, YMCA Hotel, Chi- 
cago and ask for William Breyfogle. 
TECHNICAL WRITER 
Graduate Chemist who can write 
chemical and technical copy reports 


ject some 


for advertising agency or trade | 
journal. } 
30x 9462, ADVERTISING AGE } 


100 E. Ohio St., Chicago 11, |) 
~ REPRESENTATIVES WANTED __ 
Established plumbing htg. whole- 
business paper seeks compe- 
tent adv. agents Detroit-Pitts.-Phila. 


N.E. areas. Comm. basis. Draw acct. 
considered. 
Box 9442, ADVERTISING AE 


330 W. 42nd St., New York 18, N. Y. | 
REPRESENTATIVE WANTED FOR 
ASSOCIATION MAGAZINE 

of this publication is one of 
the strongest, best-managed tech- 
nical and industrial associations in 
this country. Magazine has select 
circulation group of about 7,000. 
Listed in Standard Rate & Data. 
Flat rate of 70c a line. Standard 
page size 420 lines. Has strong chap- 
ters in large cities that will help 
you make good contacts. Liberal 
commission. Representatives wanted 


Box 9460, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Sales Representatives Wanted 
For well-established New York firm, 
manufacturing distinctive custom- 
made counter displays. Large capac- 
itv, serving some of America’s big- | 
gest advertisers with wood, plastic 
and metal point-of-sale merchandis- | 
ers. Several remunerative exclusive | 
territories open. Experience and 
good contacts in display and related | 
fields important. Attractive commis- | 
sion. | 

Box 9451, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES AVAILABLE 


BIG COMMISSION CHECKS 
WANTED: 
If you want big volume and like to 
mail big commission checks I’m} 
your new eastern representative. 
Get the details of my 15 vear record. 
| Box 9440, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
MISCELLANEOUS 
KROM-A-TONE POST CARDS 
The newest most economical way to 


| rant Trade publication with accounts 
and 


NEWSPAPER—Established Restau- 


goodwill. Unlimited oppor. for 
man fam. with this field. Other bus. 
interests compel sale. 
Box 9453, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Ready-to-use illustrations, “We ea. 
Hundreds of topnotch line drawings 
of branded items each month, $1.49. 
New idea for retail agencies, news- 
papers, stores. Send for samples. 

NATIONAL BRANDS CLIP BOOK 


805 Schwehm Bldg., Atlantic City, N.J. 
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Promotes Cincinnati 

Cincinnati Gas & Electric Com- 
pany has launched a campaign ‘o 
attract new industries to the 
Greater Cincinnati area. The drive 
started with a full-page ad in the 
Feb. 23 issue of Time. Eight fuli- 
page ads will appear in Time and 
23 full-page newspaper ads wil] 
be used in the campaign, which 
Stockton, West, Burkhart, Cin- 
cinnati, is directing. 


To a successful 


Agency Man 


not ordinarily interested in 


‘i 


position open ads 


HIS is one of those rare opportunities men 
often look back on and say, “If I’d only 


known!” 


One of the major national advertising agencies 
is seeking an understudy for a well known 
senior partner in its New York office now look- 


ing toward retirement. 


When he proves himself on the job, this man 
will eventually assume complete responsibility 
for what is now, and has long been a successful 


New York operation. 


The man selected will be given every chance to 
spread his wings—to capitalize on a going situ- 
ation. If he has the ability to get new business, 


so much the better. 


spected agencies. 


reply to this ad. 


In view of the unusualness of this opportunity, 
these are the requirements that will be insisted 
upon: Age 33 to 45, with a broad advertising 
background and at least six years of solid ex- 
perience in one or more of the nation’s re- 
Demonstrated ability as a 
creative writer and as a contact man, plus an 
intelligent awareness of all-around agency 
methods for completely servicing clients. 


Obviously the agency cannot waive any of 
these requirements and if you do not have 
them, it would waste your time and ours to 


But if you’ve “put it on the line” for important 
agencies over a period of years—if you’ve had 
lots of pleasant successes along the way, and 
you're now ready for the step that could lead 
to important accomplishment, this ad is for you. 
We would like to interview you in New York 
after hearing from you by mail, addressed to: 


Box 6971, ADVERTISING AGE 
330 W. 42nd Street, New York 18, New York 


HERE'S A MAN 


with New York advertising experience 
who wants to stay in Southern Cali- 
fornia. Fifteen years in sales promo- 
tion and advertising, seven of which 
were with two top-flight advertising 
agencies as Account Executive on 
accounts. He wants 
agency or advertiser connection where 
ideas, enthusiasm and horse sense will 
count. He is personable, seasoned 


large national 


display any product. Samples and 
|} prices on request. | 
GRAPHIC ARTS PHOTO SERVICE | 
ae: 365-B, Hamilton, Ohio 
MAILING LIST FOR SALE 
Addressograph plate list of 45,000) 
active, industrial accounts, including 
type B frames and cabinet. Inquire. 
30x 9454. ADVERTISING AGE 
100 EF. Ohio St., Chieago 11, T11. 
\ well-rounded, thoroughly equipped | 
organization will plan and execute a |} 
practical redesign suited to your! 
field, from conception through me- 
chanical reproduction If desired, 
continuing service is available on an 
economical fee basis New York 
headquarters. We are ready to pre- 
sent samples of our work at your 
convenience . | 
Box 9459. ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y.! 


and capable. His resume of experi- 
ence will prove interesting. 


Please write Box 6965, ADVERTIS- 
ING AGE, 100 East Ohio Street, 
Chicago 11, Illinois. 


ARTIST 
WANTED 


Advertising Agency located in 
small Ohio city near larger cen: 
ters has unusually attractive 
opening for top-flight artist whe 


can do both layout and finishec 
work. National 
lication and direct mail. 


Box 6962, ADVERTISING AGE 


accounts. Pub- | 


100 E. Ohio St., Chicago 11, Illinois 


Seasoned, successful 
cated American, 
management, 
ence, with national contacts available 
March |. Would consider N.Y.-East- 
ern repr. on salary and over-ride. 
Box 6977, ADVERTISING AGE 
330 W. 42nd St., New York 18, MN. Y. 


college 
top sales, 


| 
| 


| 
Oe MAREE RC 
to Trade Publishers 


edu- | 
business | 
and publishing experi- | 


| AM MOVING TO CALIFORNIA 


move to California for family reasons 
Now vice president, copy chief and ac- 
count executive with large Agency. Wil! 


manent connection in West. 
Box 6978, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MATURE COPYWRITER AND ACCOUNT | 
EXECUTIVE of wide recognition wants to | 


sacrifice substantially for desirable, per- 
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Rayve s Morgan 
Airs His Views 
on Radio Selling 


By MAURINE BROOKS 


New Yorx—“The product I sell 
has to be good,” Henry Morgan 
said. “You can’t kid anything 
that’s no good.” 

The 33-year-old radio star, who 
now is on ABC for Rayve Creme 
shampoo, should know. He made 
more than $100,000 last year by 
using the commercial kidding 
technique. 

Mr. Morgan, who was to tell AA 
of his life and times with radio 
sponsors, arrived 
for his appoint- 
ment 30 minutes 
late. He ex- 
plained that he § 
had been getting 
his hair washed. 

“What kind of 
shampoo?” 

“Gh, I don’t 
know,” he an- 
swered. “The 
shop has its own 
brand.” How- 
ever, he assured AA that friends 
who do use Rayve Creme shampoo 
have convinced him of its quality. 

Asked about the philosophy be- 
hind the Morgan brand of com- 
mercials, their creator replied 
cryptically: “My system—telling 
what the product won’t do—may 
seem backwards, but it is really 
frontwards. 


Good Old Honest John 
“In my opinion,’ he said, “I 


Henry Morgan 


should be called Honest John. I 
never use one word that ordi- 
narily is associated with adver- 
tising . . . except maybe good, 
which is enough to say about any- 
thing.” And yet there are plenty 
of superlatives in the straight 
commercials for Rayve, delivered 
on the Morgan show by Announcer 
Charles Irving. 

Mr. Morgan, a self-assured man, 
says he ridicules certain types of 
advertising and not advertisers as 
such. He may joke on his pro- 
gram about his difficulty with the 
sponsor but by his count he has 


lost only three—Life Savers, 
O’Henry, and an obscure pen and | 
pencil set which he didn’t like) 
and “sabotaged a little.” All these 
date back to the pre-network 
period when he handled a local | 
show over a New York station. | 
“T didn’t really lose Eversharp, 
you know,” he said. “They lost 
me. The show was discontinued 
for financial reasons.” 
(Eversharp, which dropped) 
“Here’s Morgan” last December, | 
continues to pay the bill for “Take | 
It or Leave It” on NBC.) 


Favors Identification 
When asked if he thought ad- 


vertisers place too much emphasis 
on ratings when shopping for radio 
Shows, he answered: “I’d rather 
talk about sponsor identification 
than ratings. Last year I had the 
highest sponsor identification of 
anybody in radio.” 

Henry, a native New Yorker, 
Started his broadcasting career 16 
years ago as a WMCA page boy. 
He has worked as an announcer 
In Boston, Philadelphia, Duluth, 
and on several New York stations. | 

Through local shows on these | 
Stations he developed his stream- | 
of-consciousness style of program- | 
ming. Henry dislikes being called | 
4a comedian, which he defines as | 
someone “who is funny because | 
of himself.” He considers himself | 
@ humorist—“one who is funny | 
because of his ideas and what he 
Creates.” 

Morgan plans his own shows 
and does much of the writing. He 
Plans some program changes. 

“I’ve got to find some charac-' 


ters. Ideas aren’t enough for radio. 
If you have ideas, you ought to 
write a book,” he lamented. 

Apparently Mr. Morgan is get- 
ting along well with his present 
sponsor. However, the sardonic 
humorist, who has established a 
reputation for pleasing himself 
regardless of the consequences, is 
not the trusting type. His contract 
with Standard Laboratories, a 
subsidiary of William R. 
Warner & Co., makers of an 
assorted list of products, specifies 
that he in no case will have to 
sell “laxatives, liquor, depilatories, 
nostrums or patent medicines of 
whatever kind.” 

Morgan’s opinion of the ideal 
sponsor is “somebody like Cadil- 
lac which couldn’t trace the sales.” 


Plan Credit Conference 


A National Conference on Con- 
sumer Credit will be held at 
Ohio State University, Columbus, 
March 23-24. 


Stewart-Warner 
Opens $1,000,000 
1948 Ad Campaign 


Cuicaco—Stewart-Warner Cor- 
poration here will spend more 
than $1,000,000 this year to pro- 
mote the products of its radio di- 
vision. 

Consumer magazine advertising 
includes 28 four-color pages in 
Better Homes & Gardens, Col- 
lier’s, Country Gentleman, The 
Saturday Evening Post and Time. 

Copy for the first portion of the 
year will accent the theme: “Only 
Stewart-Warner gives you Stro- 
bo-Sonic tone.” Featured models 
will be the consoles. Later in the 
year, depending on the marketing 
situation, television sets, portables 
and table models may get an ad 
push, although no definite plans 
have yet been made. 

The company will place direct 


factory advertising in major mar- 
kets during the year, and the 
budget is set up to permit exten- 
sive cooperative newspaper, post- 
er, radio and other promotional 
drives. 

In addition, ads are scheduled 
to appear in six dealer trade pub- 
lications and three export pub- 
lications, all through Henri, Hurst 
& McDonald. 


Appoints Funt-Golding 
Kurt Verson, Inc., contempo- 
rary lighting, Englewood, N. J., 
has appointed Funt-Golding, New 
York, to handle its advertising. 


THE MAGAZINE 


of the TRADE — 
for more than 30 years 


HOSIERY & UNDERWEAR 


Review 
1 WEST 34th ST., NEW YORK 1 
GUARANTEED ABE CIRCULATION 


* CONVE, lj | 
Micvas cep Besmcccn. - Pini of. Gall 


»COUNTER 


DISPLAYS 


CHICAGO ADVERTISING DISPLAY CO. 
37 No. Wacker Drive .. 
Phone Franklin 6957 


SSS Sees ees 
nem ~ 


- « Chicago 6, Il. ; 


in 1 
SERVICE TO ADVERTISERS AND MARKETERS 


Advertising Publications, Inc., has four related, yet sharply defined, publications through 
which every factor in the advertising, marketing and merchandising phases of business 
may be reached. You can use any of them for a specialized purpose, any combina- 
tion of them, or all of them together to reach the largest manufacturer, agency, and 
advertiser circulation available. 


ADVERTISING AGE reaches more advertising agency executives than any other pub- 
lication—more than it ever has reached before—and far more than any other publication 
has ever reached. The weekly Newspaper of Marketing, it is read by the most important 
executives of the most important national advertisers in the country. 


INDUSTRIAL MARKETING is the only publication dealing exclusively with the prob- 
lems of industrial marketers. Its readers are the marketing and advertising executives of 
manufacturers of equipment and supplies for industry, and their advertising agencies. 
Advertising in the two publicatiéns is sold in combination, insertions in one contributing 
to frequency discounts in the other. 


ADVERTISING AGE'S CONSUMER MARKET DATA BOOK provides the most 
comprehensive consumer market information available anywhere. It is distributed on a 
controlled basis to every national advertiser, every large regional advertiser, and every 


advertising agency handling such accounts. 


INDUSTRIAL MARKETING'S INDUSTRIAL MARKET DATA BOOK supplies de- 


tailed authoritative, and complete analyses of every major market for industrial equip- 
ment and services. For more than a quarter of a century it has been known as the "bible" 
of industrial advertising men. 


More and more alert advertisers are buying space in "packages'' made up of combina- 
tions of these four publications. Through the Market Data Books they get their stories 
across when markets are being studied, before media are being selected. Through these 
combinations they are getting unequaled coverage, greater circulation, at the lowest cost 
per thousand, for the best campaign value to be had. Why not have one of our repre- 
sentatives give you the whole story? 


100 E. OHIO ST., 


CHICAGO II; 


RUSS BLDG., 


SAN FRANCISCO 4; GARFIELD BLDG., 


LOS ANGELES 14; 


330 W. 42nd ST., 


ADVERTISING PUBLICATIONS, INC. 


PUBLISHERS OF ADVERTISING AGE @® INDUSTRIAL MARKETING ® THE MARKET DATA BOOKS 
THE LARGEST PUBLISHING HOUSE SERVING THE ADVERTISING AND MARKETING FIELD 


NEW YORK {8 
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r not spend money in advertising|certainly in a better position to} 
Phone Company $ just for the fun of spending. . .|pay such increased advertising ex- P . 
Advertising is a great educational| pense than is a company which Trend of Retail Prices 1n January 
— - force. . . This does not apply only |claims that its property is being 
Advertisin Stirs to availability of commodities and | confiscated. (Western Electric for George Neustadt, New York, checks all retail advertising 
g services. It has equal force in/|instance had a 1947 net income in of about 90 consumer commodities in nine ‘cities to de- 
creating good public and customer | excess of $30,000,000.) termine price trends. By special arrangement with Mr. 
Ss relations. As experienced crafts- “You also say that advertising Neustadt, ADVERTISING AGE each month will show the trend 
eorg la att e men, we know that a public util-|‘creates demand for goods and in prices, as well as total advertising support, of the 10 
ity needs tools which will help/|services.’ . . This is true, but the most significant or interesting commodities of the month. 
(Continued from Page 1) them maintain good public rela-|demand for Southern Bell’s prod- Prices shown here are the midpoint prices, meaning that 
the courts for a final determina-| tions. . . Advertising is a major|uct now exceeds the supply by half the advertising for each item featured a higher price 
tion of whether the $4,000,000 in- tool to enable a utility to present|more than 50,000 orders for tele- than that shown, and half featured a lower price. The 
crease should be allowed, or its side of some situation to the|phone service. There certainly is tabulation covers all advertising of each commodity in the 
whether the commission’s order | Public. . . no need to spend money aggra- measured cities—by all types of retail outlets and in all 
for a $1,500,000 increase should ‘Reflects on Advertising’ vating this demand. printed media. 
stand. Cites Increase Average for month of January 
In the meantime, the Georgia| “Frankly [your ruling] consti- — an a t i iis Commodity 1948 1947 1940 
Press Association, at a meeting in | tutes, to us, an unfortunate reflec-| 7) vont to bring to your at-|| W&M silk or wool dresses ....... $17.76 $1624 $ 9.80 
Athens the weekend of Feb. 14,| tion on all advertising. It seems|thing I want to bring to your at-||] ong its 5.90 5.60 2.05 
adopted a strongly worded reso-|to carry implications that adver- tention is the fact that the com- Ce ee, 5.54 5.51 2.47 
lution denouncing the commission | tising represents willful waste in|M™ission has dealt only with the|] Wow pur coats ................ 289.00 245.00 134.00 CHEWING 
for cutting the telephone com-| operation, that operating cost and |‘"crease in the company’s adver- |] Wang hosiery ...........-...... 1.33 1.41 74 ucts, Bost 
pany’s advertising budget, and a|Ultimate consumer cost can be|'SiNE cost. 1080 is generally ac- || Wang shoes ......-...--. 000-00 +- 9.36 8.52 4.84 youre et 
imilar lett dd ; ed to| Maintained at present levels or cepted as a normal year and it , 5 anits 48.16 44.88 25,92 youngsters 
similar letter was address oO as siminati ¢| was also a year in which the tele- EE ME ko cv ce bees teens ' . ‘ blowing bi 
the commission on Feb. 19 by|©&Venm reduce y elmination oO : POPSET Oe eee 10.50 10.50 71.21 also testin 
® ; advertising expenditures. Such | Phone company had service to sell, 
William W. Neal of Liller, Neal & per os do have ene sneie when 32.16 36.52 14.56 burgh new 
: | theory has long since been proven |2"d consequently a good reason to Radi ts 88.40 92.00 34.80 4. W 
Battle, president of the Advertis-|) 51. ¢alse and unsound reason-|2@4vertise. The commission’s order | Se  Mreeeerrrre rr rere reere: 5 . . nett, We 
ing Club of Atlanta, following a ing ” authorizes Southern Bell to charge i - ‘ 
special conference of the adclub’s i. ocitiubaie to this letter, Walter the telephone subscribers of Geor- | Advertising Linage Comparison © 
board of directors. R. McDonald, chairman of the |8i@ with $7,500 more advertising | 1947 1948 % rinte 
ae wo me concerned with comntasion, woste to'Rir. Sent en |™ a yrds hee in T. Meth Commneatty pps - eae ' 
ow are Vs meer | Feb. 20, enclosing a copy of the| . - oe os at 
the principle involved in your | jetter he had written to the Geor-|Vin of the Eastman Times-Jour- oman = nad Weel Greases ... hee en a a as Ne 
ruling on the subject of adver-| gia Press Association, and add-|"4l, president of the Georgia Press|} ,wWew blouses ............... 
ul , ary 3 i . _ fee 255,540 287,983 13 G 
tising. ing: Association, commission Chairman | W&M fur coats 1.201.609 1,115,052 7L 
“Business organizations ...do| “I fully agree with you relative ar ecsanygy peg Bi ea oth nis|| wale heey ............... saees 113,403 1L by P| | 
to all the things you say about oO erusing situa-|| , 
advertising. It” is "4 aaa force | tion: | be veer er cat Boreas mer yn prey a 4 
We'll O U and one with which I am whole-| “!" the case of advertising, the | one =i eas 114.245 134,042 18 G Boston 
e pen p | |heartedly in sympathy. The | commission found that Southern | Ay a CPR. ee 107,100 134,992 25 G managem«¢ 
‘ FOR YOU e lonly statement from which you | Bell’s advertising expense had in- | nan... 299 277 415,976 82 G dustry a: 
| ental draw [the implication that | creased from $33,785 in 1939 to | ph ig ae Qt nee pc , from “lac! 
ee ea eae |we disapprove of advertising] is |$91,291 in 1947,” he said. “The ge g TY. riousness- 
we. . the sentence which reads, Feed Pe gr PB coger eat : in- | io yoo 
‘ei : that advertising rates had in- | 
8 agar Der Agger gene fon af Pm d somewhat, and with the|penses in view of the em = for rate-making purposes. president 
alee. te tach euetatial to the ven di- | View in mind of permitting the | emergency. And that is what the n interested spectator to the America, 
ltion of telephone service.’ company to assess its telephone | aa did. ; E controversy is Tucker-Wayne Ad- [Graphic A 
subscribers for at least as much | “I am somewhat _astonished, | vertising Agency, Atlanta, which § 21 that 
| Out of Context advertising in 1948 as in 1939, it | Mr. McDonald continued, “that|handles the telephone company steps to | 
- | . |allowed for rate-making pur-,the company would resort to tac- | account. Specific 
But you must consider this | poses $41,291, or approximately | tics designed to deceive the press —_——_—. employing 
eee vi he cominiecicn nag |$7:900 more than the 1939 ex-|outright and to embarrass | ine | Decreases Ad Rates away rea: 
lreference in that sentence to the | P°"S* bewvsereggeroret “" Fe gol Collegiate Magazine, Chicago, og nt 
tact that a.great deal of the tele- | No Ad Criticism Sertoaciprsing oF ” so ‘th the | m2king its first appearance this until “tod 
ie aeeeeionia | ye cnt i wie } |pends. My acquaintance with te! month, has issued a new rate card, fj one-third 
pac pany'’s increased adver-| “The commission did not say | splendid individuals who edit the| decreasing its basic page rates ments ne 
|| tising expense was incurred for ‘that the company should not ad- Georgia press gives me the assur-| from $300 to $180. The magazine’s J train the 
the purpose of praising the Ameri- vertise. The commission did not ance that the telephone company | circulation, which now covers 418 prentices 
can Telephone & Telegraph Com- criticize the company for adver-| will not succeed in beclouding the |campuses, has _ been increased Fititjeq: (3 
: pany, Western Electric Company, |tising. The commission did not|issue with this latest puerile and | 15,000, bringing the total to 30,000. Bong gnan 
Our entire file of over 500,000 stock or Bell Laboratories, all of which | say that the company’s advertis- insidious campaign in its hope to gaat oa and mans 
Seeesands "cf sé-man avell thamecives of are part and parcel of the same|ing was worthless. The commis- divert the allegiance of the free} Launches Wine Drive tions. 
a a BE holding company setup. ; ‘sion merely considered the prob-| press of Georgia from the readers| ‘The House of Old Molineaux 
emeadbanaedl “Now none of these affiliated | jem in this light: who depend upon it for facts.” | Inc., Boston, has launched a news- Net 
KAUFMANN & FABRY COMPANY companies are asking for rate in-| “Here is a company in anemer-| There is no indication as to|paper campaign for the company’s Asar 
425 S. Wabash Ave., Chicago 5, !Hinois creases; they are all making en- | gency condition according to its whether or not the telephone com- three wines, Three Monks, Old industry 
tirely adequate profits and are own allegation. Here is a company | pany will cut down its advertising Satta od Fan Band a gn sufficient 
which has on hand more than 50,-| if the final decision of the court is | agency. : lites: that the 
nol nga me pel nd Po ‘in favor of the state commission. | caressed men is n 
service which it cannot fill. re | iti teal : roo 
is a company asking the telephone | ei a ere ghd a Casco Promotes Mozneck The | nen 
users of Georgia to pay for its in- lcompany spends on advertising: U. Sykes Mozneck, art director, § borrowed 
creased operating expense. ton anit i. atts oun 3 *| has been appointed sales promo- Fabout 35: 
“Now, should those telephone |'S OMY Concern Is with how ‘large | tion manager of Casco Products entitled t 
users be required to pay for the|2" @PPropriation may be consid-| Corporation, Bridgeport, Conn. Yo ga 
'trebled advertising program of a_ harness, 
|company which has nothing to} 
sell, especially when this advertis- | p tigers 
‘ing is designed largely to extoll| | For window or counter,$a@les room or 
the merits of the parent holding | , . WAN 
|company and its affiliates, all of | convention, instru A SP 
|which are far more financially | oe 
able to support such an expanded or atmosphe j with b 
|program? All I ask is that you | This je 
_consider this matter in the same of the 
/sound and intelligent way that countn 
|you would consider your own portan 
| business. Would you recommend The m 
‘that a man who is going broke, be ab 
|and has nothing to sell, increase publice 
his advertising expense by $60,000 he'll & 
In LaGrange County, Indiana, with its population of ‘a year? up to 
: . . | m col 
14,352... The News-Sentinel is delivered to 38.5% | Determines ‘Propriety’ | Anentioncompelling photo enlargements epece 
more homes than are reached by Fort Wayne’s morning “Now, please bear in mind that | made quickly and economically from any pani 
newspaper— _the commission has not tried to copy you furnish. Call on us } Ms wr 
dictate to the telephone company today! i not es 
The News-Sentinel is delivered to 97.8% of about its advertising program or If this 
Il homes in Fort Wayne every weekday. j its policies. If the company wants us hee 
- Y to spend $91,000 or $191,000 of its sure t 
own money for advertising, the ary re 
‘commission is not concerned. plete 
THE NEWS-SENTI N if L However, when the company asks people 
‘that the commission require tele- whten ton Oe To sa 
FORT WAYNE, INDIANA |phone subscribers to pay the ad- makin 
ditional cost, it is the duty of the| | Price Schedule A au pHones STAte 5977 be fe 
ALLEN-KLAPP CO. « NEW YORK=—CHICAGO—DETROIT | commission to make a determina- | a 
|tion of the propriety of such ex- vedi 
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CHEWING ETIQUETTE—Gum Prod- 
ucts, Boston, launched a campaign in 
youth magazines last month to teach 
youngsters the do's and don't's on 
blowing bubble gum. The company is 
also testing ads in Boston and Pitts- 
burgh newspapers. The agency is Ben- 
nett, Walther & Menadier, Boston. 


Printers Blasted 
as Negligent’ 
by PIA President 


Boston — Characterizing the 
management of the printing in- 
dustry as historically suffering | 
from “lack of foresight... penu- | 
riousness and refusal to accep t 
responsibility . . . downright crim- 
inal negligence,” Donald L. Boyd, | 
president of Printing Industries of | 
America, told the New England 


Graphic Arts Conference here Feb. 


21 that the industry is taking 
steps to correct past deficiencies. 

Specifically, he charged that (1) 
employing printers bargained 
away reasonable apprentice ratios 
under each successive contract 
until “today we cannot anticipate 
one-third of the craft replace- | 
ments necessary;” (2) failed to| 
train the restricted number of ap- 
prentices to which they were en- 
titled; (3) refused to lend moral 
and financial support to vocational 
and management training institu- | 
tions. 


Not Enough Manpower 

As a result, Mr. Boyd said the | 
industry is faced with a lack of 
sufficient skilled craftsmen, so 
that the average age of journey- 
men is now 47 in the composing 
room and higher in the pressroom. 
The industry, he said, is living on | 
borrowed manpower, because only 
about 35% of the ITU members 
entitled to pensions are living on 
them, with the other 65% still in| 
harness, and a large number of | 


ee eres > 


| WANTED: 
A SPACE BUYER 


with big league ambitions 


This job is in Chicago with one 
of the 10 largest agencies in the 
country. Space buyers are im- 
portant people here. 


The man who gets this job will 
be able to evaluate all types of | 
publication media. Naturally, 
he'll be a bear on details and 
up to handling all routine duties 
in connection with purchasing 
space for such media. He'll be 
able to get along well with 
people. And he'll find an ability 
to write is an asset, although 
not essential. 

If this sounds like your dish, let 
us hear from you in detail. Be 
sure to state your age and sal- 
ary requirements. Write in com- 
plete confidence as our own 
people know about this ad. 

To save your time: if you are 
making less than $6000 now, the 
job is probably too big for you. 
Box 6984, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, lil. 


ITU men will reach retirement 
age at the same time. 

Also cited were the lack of cen- 
tralized training in printing 
courses, the problem of attracting 
new manpower into the field, and 
the problem of training execu- 
tives—Mr. Boyd pointed out that 
there is only one institution in 
America (Carnegie Institute) 
where “a _ prospective printing 
manager can obtain formal educa- 
tion at the college level combined 
with practical laboratory experi- 
ence.” 

He also emphasized the need for 
reeducation of printing executives, 
and he praised the PIA education 
committee’s text book plan, in- 
tended to help bring printing man- 
agement up to date on a number 
of developments in the field. 


Elks’ Names Guthrie 
Robert D. Guthrie, formerly 
with Ruthrauff & Ryan and 
Badger & Browning & Hersey, 
New York, has been appointed 
promotion manager of Elks Maga- 
zine, New York. 


ustomers 


W. antes your 


Every day WMC is making new 
friends, new customers for products 
being introduced at the threshold of the 
Gateway to the New South. Perform- 
ance is proven by results . . . the creation 


“the station 


A M C most people listen to most” 


MEMPHIS = 790 KC 
5000 WATTS DAY & NIGHT 


the first FM broadcasting 
of new customers out of prospects for WM C-FM cules i. Macghie wd Hy 
our advertisers. the Mid-South | 


FIRST IN MEMPHIS ‘year after 
year ACCORDING TO HOOPER 


OWNED AND OPERATED BY THE COMMERCIAL APPEAL ‘| 


NATIONAL REPRESENTATIVES—THE BRANHAM CO. 


In Boston. 


450.000 People . 


Read This TRANSITAD | 


ARE THEY WHISPERING ABOUT YOU ? 


“How can anyone skip 
a daily Lifebuoy bath?” 


40% of all adults in 
the Boston Metropoli- 
tan Area Saw This 
Transitad. It was 
displayed in half the 
transit vehicles 


for 30 days! 


* <MMOTHER FINE PRODUCT OF LEVER BROTHERS COMPANY 


390,000 Read This Transitad! 


On Display in half the transit vehicles in 
Metropolitan Boston for Only One 
Month, 35% of all adults saw this 


Transitad and remembered it! 


340,000 Read This Transitad! 


On display in half the transit vehicles in 
Metropolitan Boston for Only One 
Month, 31% of all adults saw this 
Transitad and remembered it! 


NATIONAL TRANSITADS 


CHICAGO LI, ILLINOIS, 100 N. Michigan 


Dallas « Des Moines « Louisville e Memphis « Philadelphia « Pittsburgh « Richmond 
Rochester « San Antonio e Springfield ¢ Syracuse « Washington, D. C. « Youngstown 


~~ 


330,000 Read This Transitad! 


On display in half the transit vehicles in 
Metropolitan Boston for only one month, 
30% of all adults saw this Transitad and 
remembered it! 


Transitads deliver 84% coverage in the Metropolitan Boston Market. 
The study established this important fact: Of the adult 
population (15 years and older) in the area, 84% or 930,000, ride local 
transit. Of all the women, 86% ride. Of all the men, 81% ride. 


In addition to coverage, Transitads deliver plenty of 
repetition. According to the study, 44% of Metropolitan 
Boston’s basic population ride transit 43 or more times each 
month; 18% ride 17 to 35 times per month; 22% ride nine or less 
times per month. All income groups ride: 78% of the upper 
quarter, 83% of the second quarter, 88% of the 

third quarter, 86% of the lower quarter. 


» 


In the BIG Metropolitan Boston market, a patch-work quilt of 
inter-locking towns, cities and communities, Transitads 
deliver the coverage, the repetition, the impact that makes sales. 


Summaries of the survey are available. Write us today. 


HERE’S THE PROOF . . .The 
Continuing Study of Transportation 
Advertising, Study No. 11, Metropolitan 


Boston, Conducted By The i 
Advertising Research Foundation. 


The impartial, unbiased approach in this, 
and in previous studies, scientifically analyzes 

. al . ee f 

the powerful impact of Transitadvertising 


... the truly local mass medium. 


NEW YORK 17, N.Y., 366 Madison Ave. 


Other Offices Near You To Serve Your 


Akron e Atlanta e Birmingham e Boston e Buffalo « Cincinnati 
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Lux Again Leads 
Nielsen Ratings; 
Radio Usage Up 


Cuicaco—A five-point gain in 
total audience during the Jan. 18- 
24 week has been reported by 
A. C. Nielsen Company’s Radio 
Index for Lux Radio Theater, put- 
ting the program at 36.9, far ahead 
of second-place Fibber McGee and 
Molly (S. C. Johnson & Son) 
which had 30.2. 

Truth or Consequences (P&G) 
moved up from sixth to third 
place among evening programs as 
a 3.6 gain put it at 28.8. Charlie 
McCarthy (Standard Brands) 
moved into fourth place as Fred 
Allen (same sponsor) dropped a 
notch to fifth in total audience. 
Allen stayed fourth, and Mc- 
Carthy fifth, however, in average 
audience. 


Lux, Fibber Usually Near Top 


The Nielsen ratings for the top 
20 evening programs have in- 
cluded 35 different programs in 
the past three months. Consist- 
ently in the leading 10 have been 
the Lux Theater, Fibber McGee, 


Pity the “Queen Mary” without 
her vital 42%! Pity the sports 
equipment campaign without the 
complete coverage of SPORTS 
AGE with its extra 42% paid 
retailer subscribers who read 
no other trade paper in the field. 


Sparta ce 


The Business Magazine of the Sports industry 


GEYER PUBLICATIONS — EST. 1877— Also Publishers of GEVER'S TOPICS, THE GIFT & ART 
BUYER, OFFICE MANAGEMENT & EQUIPMENT, and Trade Directories. 260 Fifth Ave.. N.Y. 1 


McCarthy, Allen, Amos ’n’ Andy 
(Lever) and Bob Hope (Pepso- 
dent) programs. 

Among the daytime, two-to-five 
weekly programs, Grand Slam 
(Continental Baking) made its 
first appearance among the lead- 
ers, taking 15th place, and Arthur 
Godfrey (Chesterfield) moved 
back to first place from 12th in 
the last report. Rosemary (P&G) 
moved from 17th to second; Helen 
Trent (American Home Products) 
from 15th to fifth; Wendy (GF) 
Warren from 13th to sixth, and 
My True Story (P&G) from 14th 
to seventh. 

Nielsen figures on total radio 
usage per home show a 23% 
growth from 1942 through 1947. 
In January, radio usage per home 
was at 5.2 hours daily, up 8% over 
January, 1947. 


YORKE NICHOLSON 


New Or.teans—Yorke P. Nich- 
olson, 64, first vice-president since 
1937 of the New Orleans Times- 
Picayune and States, died here at 
the Hotel Dieu Tuesday. 

Mr. Nicholson was elected a di- 
rector of the newspapers in 1922, 
third vice-president in 1927 and 
second vice-president in 1934. His 
family originally owned the Pica- 
yune, which merged with the 
Times-Democrat in 1914. In 1933 
it purchased the New Orleans 
States. 

Mr. Nicholson’s brother, Leon- 
ard K. Nicholson, is publisher of 
the newspapers. 


CLIFFORD RUFFNER 

RocHEsTeR—Clifford R. Ruffner, 
71, a member of the advertising 
staff of Eastman Kodak Company 
for nearly 40 years, died here Feb. 
20. He had retired in March, 
1947. 


JOHN RICKMAN 

Fort Wortpo—John C. Rickman, 
57, advertising salesman for the 
Tulsa Daily World for the past 17 
years, died here Feb. 19 of a heart 
attack while visiting his daughter. 


RADIO MARKET ANALYST 


Metropolitan New York Co., large user of national radio time, requires analyst, 
MAN or WOMAN, with at least 5 yrs. 
Radio Index and consumer radio survey data in connection with the marketing 
of consumer products. Send complete resume with salary desired. 


Box 6980, ADVERTISING AGE, 330 W. 42nd St., New York 18, N. Y. 


experience interpreting Hooper, Nielsen 


you don’t know 


SULLIVAN? 


All figures copyright by 
EVENING, ONCE-A-WEEK, 
Total Audience 


Cur. Prev. Cur. Points 
Rank Rank Program Rating Change 
1 D IS Sadi cccnan 36.9 +5.0 
2 3 Fibber McGee .......... 30.2 +41.2 
3 6 Truth or Consequences. ..28.8 3.6 
a 5 Charlie McCarthy ...... 28.3 1.8 
5 @ DO Be kn ieedsccctcs 28.1 —0.2 
6 2 Amos 'n’ Andy.......... 277.8 =—1.4 
1 11 Godfrey's Scouts ....... 21.2 +3.1 
8 ou? 4 eae 26.8 +2.9 
9 17 Your Hit Parade......... 26.8 TH 
10 ie & reser 26.1 1.2 
11 8 Fitch Sanderenen stseees 26.0 +1.2 
12 ss. eee 25.7 +41.7 
13 2 fF eae 25.6 +1.6 
14 10 My Friend Irma......... 24.6 +0.2 
15 9 Mr. District Attorney...24.5 -+0.1 
16 NR Big Town ...........00. 24.5 +5.2 
17 NR Aldrich Family ......... 24.1 +3.0 
18 16 Duffy’s Tavern ......... 23.7 +0.1 
19 18 Inner Sanctum ......... 23.5 +18 
NR Date with Judy......... 23.5 +3.0 
EVENING, 2 TO 5 A WEEK, 
1 1 Lone Ranger ........... 20.7 +1.4 
2 2 Bill Henry News........ 15.2 REY | 
3 NR Edward R. Murrow...... 14.7 +2.5 
DAYTIME, 2 TO 5 A WEEK, 
1. 12. Arthur Godfrey ....... 129 +28 
2 TENN ondccscccecsis 11.7 +2.3 
3 6 Our Gal, Sunday........ 11.5 +02 
4 1 Right to Happiness..... 11.5 —1.3 
5 15 Rom. Helen Trent...... 11.1 +1.5 
6 13 Wendy Warren ........ 11.1 +41.0 
7 14 My True Story......... 11.1 +1.3 
8 . oS 3 eee 11.0 +03 
9 2 Backstage Wife ........ 11.0 —1.7 
10 11 Ma Perkins (CBS)...... 11.0 +05 


11 2. Jf. Reaper 10.4 


12 NR Aunt Jenny ............ 10.4 +41.1 
13 7 Portia Faces Life...... 10.3 —0.6 
4 S Be Dn vccccccss 10.1 —1.5 
15 NR Grand Slam ............ 10.0 -+2.4 


1 1 True Detective Mystery. .17.6 +14 
2 oe. fee 16.5 +06 
3 3 House of Mystery....... 16.1 +1.8 
4 5 Quick as a Flash........ 15.9 +2.4 
5 NR David Harding .......... 15.7 +2.1 


NR—Not ranked in preceding report. 


Nielsen Figures on Top-Rated Shows 
Week of Jan. 18-24, 1948 


DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 


Rexall Won't Drop 
Dart as Prexy, 


E. J. Noble Says 


New YorkK—Reports current on 
both the East and West Coasts that 
Justin W. Dart is resigning as 
president of Rexall Drug Com- 
pany, Los Angeles, were denied 
to AA by Edward J. Noble, a 
major Rexall stockholder and 
chairman of the board of Ameri- 
can Broadcasting Company. 

The reports, Mr. Noble said, 
probably sprang from the fact 
that, although Rexall’s sales con- 
tinued to expand, its net* profits 
for 1947 were smaller—‘“due to 
high labor and materials costs and 
the efforts of the company to 
maintain prices to customers.” The 
Rexall manufacturing and store- 
agency part of the business, he 
added, is doing better than the 
company’s own retail stores. 

“Mr. Dart has done a marvelous 
job,” Mr. Noble emphasized. “We 
have every confidence in him.” 


‘Screen Mag Group 


Advertises Its Survey 


The Association of Screen 
Magazine Publishers is calling at- 


ture patrons in a series of ads in 
Boxoffice, Daily Variety, Film 
Daily, Hollywood Reporter, Mo- 
tion Picture Daily and Motion 
Picture Herald. The association 
recently appointed Monroe & 


to handle its advertising. 
The association was formed re- 


‘cently to explore the advertising 


and exploitation problems of 


screen magazine publishers and | 
| the motion picture industry. It is | 
composed of the following groups: | 


Dell Publishing Company, Fawcett 
Publications, Hillman Periodicals, 
Hunter Screen Unit, Ideal Pub- 
|lishing Corporation and Macfad- 
den Publications. 


Names Finneran Agency 


Queens Electric Appliance Mer- 
chants Association has appointed 


| John A. Finneran, New York, to| 


handle its advertising. 


A. C. Nielsen Company 

15-60 MINUTE PROGRAMS 

Average Audience 

Cur. Prev. Cur. Points 
Rank Rank Program Rating Change 
1 = > Beers 27.8 +2.8 
2 2 Fibber McGee .......... 25.2 +09 
3 9 Truth or Consequences. ..23.7 SY 
4 © We ME. cater acav ence 23.5 1.5 
5 5 Charlie McCarthy ....... 23.2 +43 
6 3 Amos 'n’ Andy.......... 23.1 =—0.7 
T , 11 Godfrey’s Scouts ........ 722.4  =~+3.5 
8 em! 2 eee 21.7 +43 
9 6 Red Skelton ............ 21.5 +03 
10 DW ME ahnceccccscces 21.0 0.3 
11 10 Jack cone ids oe tee ae 20.9 ts 
12 8 Mr. District Attorney....20.7 +03 
13 12 My Friend Irma......... 19.8 1.1 
14 NR Big Town .............. 8 42 
15 NR Baby Snooks Show....... 19.7 +8.2 
16 15 Fitch Bandwagon ....... 19.4 -+1.9 
17 NR Aldrich Family ......... 189 +2.7 
18 NR Your Hit Parade........ 18.7 +3.4 
19 fs Seer: 18.3 2.4 
20 WR Judy Canova ........... nz 42 
5-30 MINUTE PROGRAMS 
1 © Gene: BORON. taccsccncee 16.1 +1,2 
2 2 Bill pay News........ 13.7 +15 
3 WR Edward R. Murrow...... 11.1 +2.2 
15-30 MINUTE PROGRAMS 
1 6 Our Gal, Sunday...... 10.6 +06 
2 13° Arthur Godfrey peeeventa 10.3 +2.0 
3 ff YP saa 10.2 +0.6 
4 1 Backstage Wife ......... 10.0 —1.6 
5 2 Right to Happiness...... 99 —1.6 
6 12 Rom. Helen Trent....... 9.9 +1.3 
1 i °£z>3- = eues 98 +19 
8 11 Ma Perkins (CBS)...... 97 +05 
9 14 Wendy Warren ......... 9.2 +1.0 
10 Be Oe PEED. ch ccccccoss 9.1 —1.5 
11 4 Stella Dallas ........... 9.1 —1.2 
12 15 Aunt Jenny ............ 89 -+0.7 

.| 13 1 Portia Faces Life........ 8.9 —0.7 
14 NR My True Story.......... 8.8 +0.8 
15 5 Young Widder Brown.... 8.7 —1.6 
1 2 True Detective Mystery. .14.9 +1.7 
2 ©. Be BRON sc ssccccccecs 13.8 +0.2 
3 NR David Harding .......... 12.2 +3.2 
4 4 Grand Central Station...12.1 +1.3 
5 NR Adv. Archie Andrews..... 11.9 +2.8 
Antara Appoints BC&éG 

Antara Products, a division of 

General Analine & Film Corpora- 
tion, New York, has appointed 
Botsford, Constantine & Gardner, 
San Francisco, to handle adver- 
tising on the Pacific Coast for 


Glim, soapless liquid for dish- 
washing. National advertising for | 
Glim and local campaigns east 
of the Rockies are handled by 
Doherty, Clifford & Shenfield, 
New York. 


Appoints Wolff 

Bertram Wolff, president of the | 
H. Wolff Mfg. Company, has been | 
appointed chairman of a mem-| 
bership committee of the Ameri-| 
can Institute of Graphic Arts, | 
New York, to enroll corporate | 
members for the institute. The| 
campaign is part of an expanded | 
program the institute is under- 
taking to meet the increased de-| 
mands for its services. 


Retains WHEW | 
Watertown Mfg. Company, 
Watertown, Conn., manufacturer | 


of industrial plastics and plastic | 
tableware, 
Haight & Welch, Hartford and 


ing. 


has retained Wilson, | J 
New York, to handle its catia 
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Sales Committee 
to Help BMB 
Get Subscribers 


New Yorx—At its annual meet- 
ing here, the board of directors of 
Broadcast Measurement Bureau 
authorized appointment of a sales 
committee to help line up more 
subscribers for the organization. 

Also approved was a television 
committee, which like the sales 
committee, will be appointed by 
the ANA, 4A’s and the NAB. This 
group will discuss problems in 
video which are to be covered in 
a BMB measurement in 1949. 

The Statistical Tabulating Com- 
pany of Chicago was appointed to 
handle tabulation of the 1948 in- 
terim study, field work for which 
is to be done this month. Sixty- 
nine stations have signed for this 
survey which will cover 227 places 
(cities and counties) in 30 states. 

Field research for the new edi- 
tion of “Radio Families, U. S. A.,” 
to be published this spring, will 
be done by Market Research Com- 
pany and Alfred Politz Research. 


Oxford Tranfers Hovey 


Philip L. Hovey, advertising 
manager and a member of the 
sales department of the Oxford 
Paper Company, New York, has 
been transferred to the manufac- 
turing department as an assistant 
to Donald Appleton, who is in 
charge of manufacturing. 


Stevens Adds Two 


Yield House, “Country Wood- 
workers,” North Conway, N. H., 
and J. Hubbard & Co., Nashua, 
N. H., manufacturer of Red Cross 
nurse germicide, have appointed 
the Hermon W. Stevens Agency, 
Boston, to handle their advertis- 
ing. 


Essex Rubber to HH&M 


Essex Rubber Company, Tren- 
ton, N. J., has appointed Hanly, 
Hicks & Montgomery, New York, 
to handle its advertising. 


SALISBURY 


NORTH CAROLINA — 
16th In —s itt 


j« Per be 


DRUG SALES 


as | Write for copy of 


BRAND PREFERENCE sunve 


ARD-GRIFFITH CO., Represensasives 


tention to its initial survey of fan | 
magazine readers and motion pic-| 


Don't be satisfied 
with ordinary wasteful 


DISPLAYS 


Greenthal Advertising, New York, | 


Way We « « « Now is 


the time to employ our counsel and serv- 
ices to insure best acceptance, maximum 
use, consistent results. 


We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. 


America’ 


341 N. 


~SPEARHEAD-> | 


36 Pages: ;. 
Write for @ copy of it Today om your Business letterhead 


W. L. STENSGAARD & ASSOCIATES, INC. 


YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE" 


DEPARTMENT FLOOR UNIT 
CO products, featuring Flint Cutlery 


420 Pictures ; ; ; on Exhibit of Performone 


s largest Organization Specializing 
in Merchandise Presentation 


JUSTINE STREET « CHICAGO 7, ILL 
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Advertising in the Test Stage 


Cella Tests Paired 
Posters Promoting 
Bravo Wine Label 


REEDLEY, CAaAuLir.—Cella Vine- 
yards here is testing paired out- 
door posters which show “what 
nice things happen to people who 
use Bravo wine.” 

The paired boards carry before 
and after messages on the use of 
the new product. One _ treat- 
ment shows an aged butler with 
a pale, tired face carrying a glass 
of wine on a silver tray, in the 
first poster. 

And with the second poster, 
comes a transformation. The glass 
is now empty and the butler is 
the picture of health, curly hair, 
color in cheeks, and striding pur- 
posefully forward. 


No Copy Used 


Only copy on the boards is the 
brand name. Says B. B. Turner, 
Cella sales manager: “Right now 
our job is to establish Bravo as a 
wine—we don’t want any tedious 
copy treatment or slogans to de- 
tract from the simple, pictorial 
story. 

“Naturally,” he continued, “it is 
too early to judge the merit of this 
treatment—but we’ve had some 
nice comments from people who 
find it is refreshing to see an ad- 


vertiser be unconventional with- | 


out being corny.” 

The debut of Bravo wines in the 
southern California market marks 
the re-entry of the Cella organiza- 
tion into the wine field, with its 
own label. J: Battista Cella, com- 
pany head, built up the Roma 
wine label before selling all Roma 
properties five years ago. 


Ellis Canning Co. 
Fall Campaign 
Based on Test 


DENvER—Results of a newspaper 
and house-to-house special offer 
test were being evaluated by the 
Ellis Canning Company last week 
in preparation of next fall’s cam- 
paign. 

Thousand-line coupon copy was 
used in the Denver Post, Rocky 
Mountain News and selected small 
town markets, including the Daily 


Traveler, Arkansas City, Kan., 
while crews of direct salesmen 
throughout the country distributed 


housewives. 


Ellis Tamale labels. The Ted Levy 
Agency, Denver, handled the cam- 
baign, and Levy reported the 


Newspaper offer, although  re- 
sponse from both was “good.” 
Both called for mail response. 

The special offer test was 
ftandled independently of the na- 
tonal magazine promotion insti- 


the same copy by hand to | 


hand-distributed offer outdrew the | 


The copy offered a baking and | 
serving casserole for $1 plus two) 


tuted by Ellis last year in Good 
Housekeeping, Ladies’ Home Jour- 
nal and The Saturday Evening 
Post. 

Ellis Canning Company is 
owned by Nate L. Koin, former 
Chicago advertising agency man. 


LELONG TESTS CREAM, 
LIQUID QUICK CHANGE 

Cuicaco — Lucien Lelong, Inc., 
is testing new $l-size Quick 
Change makeup packages in 10 
cities, using 1,000-line newspaper 
advertisements. 

Lelong has long had its liquid 
Quick Change in a $2 coritainer. 
Now it is testing reception for a 
$1 liquid container in five cities— 
Chicago, Cleveland, Detroit, Los 
Angeles and Washington—and a 
$1 cream jar in five other cities— 
Denver, Dallas, Hartford, Indian- 
apolis and Rochester. 

Earle Ludgin & Co. handles the 
account. 


PAIRED SHOWINGS—Cella Vineyards is testing paired posters, with the before 
and after treatment, to introduce its new wine label Bravo in southern California. 


Issues Business Guide 


“Guide to American Business 
Directories” is a new handbook 
put out by the Public Affairs 
Press, Washington, D. C., which 
describes where and how to ob- 
tain free, inexpensive and other 
types of lists of business firms. 
The description of each list in- 
cludes detailed data as to its 
character, frequency of issuance, 
condition of availability, etc. The 
book sells for $3.75. 


Changes Format 

Beginning with the March is- 
sue, Salesman’s Digest, Toronto, 
will increase its page size from 
5%4x8% to 8%x1l inches. The 
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type page size will be 7x10 inches. 
A new rate card has been issued 
to correspond with the change in 
size. 


 CKNW 
has more listeners 
than any other 250 
Watt Station in Canada 


-cKRW 


NEW WESTMINSTER, B.C. 


He’s an ad man who says “I'll prove 
can put more power into your ads. a3 
send me one!”’ 


Who the HELL is J 


6818 
100 E. Ohio Street, Chicago Tt it at ine 


He’s an ad man who says 
100% distribution and display of your 
product before advertising starts.’’ In- 
terested ? 

Box 6818 A 

100 E. ‘Ohio Street, Chicago tI, i in 


“I can get 
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BUMOEIRUCAW EXPORTER 
spheceplance Overseas 


Bradstreet for Time International. 


also distribute copies of the report. 


When a group of Latin American 
businessmen were recently sur- 
veyed on readership of American 
periodicals, the business paper 
most frequently reported as read 
regularly was the edition in Span- 


ish of AMERICAN EXPORTER. 


This survey, the first on readership in Latin America on such an exten- 
sive scale, was made by the Marketing & Research Division of Dun and 
Permission has been granted to us to 


Who the HELL is J 


6,000 firms selected from the Dun and Bradstreet 
“Latin American Sales Index” were sent a question- 
naire and a list of publications from the United States, 
Britain and Canada, to be checked to show 


¢ which publications were received 
¢ which publications were read regularly 
¢ which publications were most preferred 


1,432 responses were received, 23.9% of the total 
mailed. 


67.9% reported receiving .one or another of the edi- 


tions of American Exporter, principally the edition 
in Spanish, E] Exportador Americano. 


This edition in Spanish, when compared to the next 
most popular business paper, was read regularly by 
3 times as many of these businessmen. 


American Exporter was the one export business paper 
that ranked in readership with the most popular news 
and consumer magazines. 


American Exporter stood high in all the different 
trades and industries covered in the survey—proof of 
the popularity of a broad, comprehensive publication. 


A copy of this report is available from us on request. 


AMERICAN EXPORTER 


ESTABLISHED 1877 


AMERICAN EXPORTER INDUSTRIAL 


Johnston Export Publishing Company 


386 FOURTH AVENUE 


PHILADELPHIA CLEVELAND CHICAGO 


DETROIT 


NEW YORK l6, N. Y. 


ST. LOUIS SAN FRANCISCO LOS ANGELES 
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Cresta Blanca 
Plans $80,000 
Spot Tele Drive 


New Yorx—The Cresta Blanca 
Wine Company soon will launch 


tan intensive television spot cam- 


paign. The 26-week series of one- 
minute, animated film spots—in- 
cluding time and production 
charges — will cost the Schenley 
subsidiary approximately $80,000. 

Time for the announcements 
has been set on Paramount’s sta- 
tions, KTLA, Los Angeles, and 
WBKB, Chicago. In addition 
Cresta Blanca is attempting to 


clear time on DuMont’s WABD, 
New York, and WTTG, Washing- 
ton; WMAR-TV, Baltimore; 


WFIL-TV, Philadelphia; WWJ- 
TV, Detroit, and KSD-TV, St. 
Louis. Biow Company is the 


agency. Tentative schedule for 
the spots is one a day. 

A new theme, not used in any 
of the company’s current adver- 
tising, will be emphasized in the 
television drive, which Cresta 
Blanca hopes to break about the 
middle of March. 


Hilberts to Reinhold 


Bert M. Hilberts, formerly ad- 
vertising district manager of Mc- 
Graw - Hill Publishing Company, 
has joined Reinhold Publishing 


s CHICAGO + WABASH 6284 


Po 


Corporation as district manager 
of Materials & Methods in the 
Chicago territory. 


Starch Names Hart 


William Hart Jr. has _ been 
named staff associate in the Chi- 
cago area for Daniel Starch & 
Staff, New York, consultant in 
business research. 


Refail Clothiers: 


Consider Spending 
$3,000,000 on Ads 


Convention Endorses 
Industrywide Drive; 
Offers Financial Aid 


Cuicaco—The National Associa- 
tion of Retail Clothiers and Fur- 
nishers may spend as much as 
$3,0009000 annually in an industry- 
wide advertising drive, as a result 
of a preliminary survey author- 
ized at its national convention 
here last week. 

The association passed a resolu- 
tion endorsing financial and pro- 
motional support for a campaign 
to boost every segment of the ap- 
parel industry. 

No specific figure for an adver- 
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tising promotion was decided by 
the convention. However, the Mills 
and Manufacturers Relations Com- 
mittee, under retiring president 
W. O. Swanson, will conduct a 
survey to determine ways and 
means of boosting apparel sales 
through public relations techniques 
and an advertising drive supported 
by all segments of the apparel in- 


dustry. 
May Reach $3,000,000 


Mr. Swanson, of the Nebraska 
Clothing Company, Omaha, told 
AA that the survey would seek to 
discover the best means for in- 
creasing the percentage of the 


consumers’ dollar which goes for 
clothing. The study also will at- 
tempt an estimate of the neces- 
sary appropriation—which is ex- 
pected to be somewhere between 
$1,000,000 and $3,000,000. 

In another resolution, the asso- 
ciation reiterated its stand on the 
issue of taxes on cooperatives, 
Last year, it opposed tax favor- 
itism for cooperatives, and _ this 
year asserted that co-ops indulge 
in unfair trade practices when they 
give “patronage dividends” on 
goods that are fair traded. Sup- 
port for pending legislation to re- 
move “tax favoritism” was 
strongly urged, although it was 
admitted that passage seemed re- 
mote at this session of Congress. 
The clothiers also frowned on 
sales of civilian apparel in gov- 
ernment military stores. Having 
successfully obtained a ban on the 
sale of civilian outer clothing from 
the Secretary of War last year, 
the association this year intimated 
that it would appreciate a ban on 
the sale of under garments, and a 
restriction on the sale of all men’s 
clothing to persons actually in 
service. It also asked for the same 
regulations on clothing sales in all 
branches of the military estab- 
lishment. 


Wants More Hats on Heads 


Bert Bacharach, promotional di- 
rector of the Hat Research Foun- 
dation, disclosed plans for an in- 
tensive drive to get hats back on 
the heads of all American males. 
“The new radio campaign, car 
cards and newspaper ads _ that 
make up this stimulating selling 
program,” he said, “are built on a 
theme that men know, understand 
—and like! And that theme is 
een.” 

Slogan for the Hat Foundation 
drive will be: “Bet you do better 
in a hat—84 out of 100 women 
prefer men who wear hats.” The 
statistics came from a survey con- 
ducted by the foundation and, says 
Mr. Bacharach, men usually go 
without hats because they think 
they are more attractive to the 
female sex by going hatless. 

Now however, he declared, we 
can tell them how wrong they are 
by repeating the slogan— just 
like a woman’s constant hinting 
—and at the same time tell them 
/how right they will be with a hat. 
| Almost 4,000 quarter-minute 
spots, car cards and full-color ads 
in newspaper comic sections com- 
|prise the national drive, while 
'radio, point-of-sale material an 
newspaper mats are included in 
the local retailer tie-in material. 


Open Art Studio 

Charles Mahony, formerly 
Buchanan & Co., New York, a 
Ted Kostew, Larry Kolarik a 
Paul R. Sherry, formerly of Co1- 
|tempo Advertising Artists, Inc. 
| New York, have opened Penthou*' 
| Studios, a complete advertising 
-and production service, at 118 \ 
|57th St., New York. 


= 


te ih ee 


Transfers Cunnion 

Donald O. Cunnion, formerly '" 
\the promotion+sdepartment of T!? 
| Saturday Evening Post, has joinc? 
the promotion staff of Country 
|Gentleman, Philadelphia, to ed! 
|“Rural Marketing,” a month!y 
j\paper which circulates amons 
manufacturing and advertising e*- 
|ecutives. 
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Advertising Age, March 1, 1948 


‘Marketing Week’ 
Suggested to Five 
Association Heads 


Industrial Group's 
Chairman Picks Up 
AA Editorial Idea 


Cuicaco — The possibility that 
five national associations in the 
marketing field, which will hold 
their annual meetings the same 
week in June, will cooperate in 
issuance of a joint statement 
stressing the importance of mar- 
keting, selling and advertising, 
grew last week, in line with a 
suggestion advanced editorially by 
ADVERTISING AGE Feb. 16. 

William A. Marsteller, chairman 
of the board of National Indus- 
trial Advertisers Association, one 
of the organizations involved, 
wrote to the presidents of the four 
other associations endorsing the 
idea of a joint statement. Address- 
ing the heads of National Federa- 
tion of Sales Executives, Adver- 
tising Federation of America, Ad- 
vertising Association of the West 
and American Marketing Associa- 
tion, Mr. Marsteller said: 

“The editors of ADVERTISING | 
AcE on Page 12 of their Feb. 16 | 
issue point out that a number of | 
associations are meeting at the! 
same time this year. . . 


Joint Statement Possible 


“ADVERTISING AGE suggests, after 
pointing out the disadvantages of 
simultaneous meetings of these 
associations, that some coopera- 
tive action might spotlight the at- 
tention of business and the public} 
on the essential roles of marketing | 
and selling. They suggest that this | 
might be developed into a National | 
Marketing Week, with much at-| 
tendant publicity. | 

“It seems to me that the sug- | 
gestion is a good one. Would you} 
be interested in joining with us| 
in an effort to develop a program | 
for a National Marketing Week | 
with the possibility of adoption | 
simultaneously of a unified state- 
ment on the role of advertising 
and marketing in our economy?” 

As AA went to press, Mr. Mar- 
steller had not yet heard from any 
of those addressed. ADVERTISING 
Ace learned, however, that the 
National Federation of Sales Ex- 
ecutives has changed the dates of 
its meeting from June 13-16 to 
June 16-18, which falls in the 
same week. The meeting will be 
held at the Waldorf-Astoria, New 
York. Directors of the organiza- 
tion will meet in Chicago March 
1-2, and the proposal of Mr. Mar- 


Steller will undoubtedly be re- | 


viewed at that time. 
Others Favorable 


Elon Borton, Advertising Fed- 
tration of America president, told 
AA he doubted whether there is 
ume to work up a full-scale Na- 
tonal Marketing Week, but be- 
lieves it possible for the presidents 
of all the associations to work up 


@ joint statement which can be! 


released to the public. 
Wroe Alderson, president of the 


Said he had not received Mr. Mar- 
teler’s letter, but thought the 


vas a good one. 

All of the associations originally 
vere scheduled to meet June 13- 
5, except for the American Mar- 
‘ting Association, whose dates 
vere June 14-15. The industrial 
avertisers will meet 
nore, the marketing association in 
Nashington, the sales executives 
n New York, the advertising fed- 


1 


Last Minute News Flashes 


GF Steps Up Gaines Dog Food Campaign 

New Yorkx—General Foods Corporation will intensify a campaign 
started in January for Gaines dog food with Viactron this spring 
with full and half pages in Better Homes & Gardens, Household and 
Look. Ads currently are appearing in Life and The Saturday Eve- 
ning Post. The agency is Benton & Bowles. 


Kenneth Gunter Forms Own Agency 

New York — Kenneth C. Gunter, who recently resigned as adver- 
tising manager of Pan-American Airways, has formed K. C. Gunter 
Company, an agency located at 299 Madison Ave. Mr. Gunter was 
with Anderson, Davis & Platte before joining Pan-American. 


WCEBS Signs for Nielsen Measurements 

New YorK—WCBS, key station here of CBS, has signed a contract 
for the audience measurement services of the A. C. Nielsen Company. 
WCBS will receive Nielsen reports on round-the-clock listening to all 
New York outlets. 


Christian Scientists Start Radio Program on MBS 

Boston—The First Church of Christ, Scientist, will air a 15-minute 
broadcast over 116 stations of the Mutual network starting April 3. 
In addition, the transcribed program, which previously had been 
spotted on stations throughout the country and features readings by 
Harry C. Browne, will be carried on some 70 other stations. Time 
for the broadcast—Saturdays at 4:45 p.m., EST—was bought through 
H. B. Humphrey Company. 


Hansen Glove Corp. Readies Fall Drive 

MILWAUKEE—Hansen Glove Corporation will begin a campaign in 
September for men’s gloves in Collier’s, Esquire and The New Yorker. 
Theme of the promotion will be “gloves to suit the occasion.” The 
agency is Abbott Kimball Company, New York. 


G-E Schedules Drive for Auto Lamps 


CLEVELAND—The General Electric lamp division will begin a spring 
campaign for auto lamps with ads appearing March 27, April 24 and 


May 15 in Collier’s, and March 20, April 10 and 24 in The Saturday | 
The auto lamps also will be promoted on the General | 
Electric “Tales of Willie Piper” program on ABC. The agency is} 


Evening Post. 


Batten, Barton, Durstine & Osborn, Cleveland. 


Seeman Bros. Offers Premium in White Rose Ads 
New YorK—Seeman Brothers is placing premium ads for White 
Rose tea in newspapers in Connecticut, Massachusetts and New 


Jersey, offering a gold finished beau-knot pin for 25 cents and one | 


box top from either White Rose tea or tea balls. 
Co., New York, is the agency. 


AFM Seen Willing 


J. D. Tarcher & 


the four major radio networks 
will resume negotiations, recessed 
in late January following an an- 
;}nouncement of a 60-day working 


to Make Records 
on Own Terms TARYRGR “atk Ge AHEE bane 


New York—“The American March 8. 
Federation of Musicians stands| NAB’s_industrywide 
ready to come to any agreement | tee, which hitherto has concerned 
in its dealings with record manu-| itself mainly with legislative as- 
facturers that will safeguard its pects of the union problem, is 
members against mechanical com- Scheduled to meet March 5. 
petition,” James C. Petrillo, AFM a 
president, said Friday. 

This was the first sign of the 


Metro Demonstrates 


commit- | 


breaking of the stalemate between 
the union and record companies. 
To date the two groups have not 
even met to talk over the differ- 
ences which culminated in the 
musicians’ ban on recordings last 
Jan. 1. 

Mr. Petrillo made his statement 
in a letter to the union member- 
ship. He outlined his position 
further in an article in the current 
| International Musician, the fed- 
|eration’s journal. 


Tells Where Money Goes 


| Characterizing the ban on re- 
|cordings as a “last resort,” the 
union chief reiterated “the fed- 
eration’s willingness to permit im- 
mediate manufacture of records 
for home use, provided they were 
not diverted to profitable use of 
radio stations, Muzak, juke boxes, 
etc.” 


use to which the $1,498,304 roy- 


}alty fund, paid the musicians last 
American Marketing Association, | 


year by record makers but now 
banned by Congress, was put. The 


'fund, he said, was spent in “free 
lea of a National Marketing Week | 


similar matters 


in Balti-| 


performances for veterans’ hos- 
pitals, juvenile delinquency pro- 
grams, community concerts and 
of benefit to the 
public.” 

“Tt is not the desire of the musi- 
cian to stop or prevent the use of 
his work,” Mr. Petrillo said. . 
“he merely desires the means to 
regulate exploitation of his work 
and to prevent the unjust enrich- 


tation in Cincinnati, and the| ment of these commercial ex- 
vestern ad association in Oak-| ploiters.” 
and, Cal. Meanwhile, representatives of | 


In the article he explained the , 


Local Ad Techniques 


Metro Associated Services, New 
York, last week held a demonstra- 
' tion of newspaper advertising lay- 

out techniques, utilizing a new 
|category of its mat service, called 
“On the Beam.” This section shows 
how to build correlated campaigns 
\for local advertisers, using three 
|illustrations as a base. 

| Metro says it developed the 
technique two years ago in re- 
| sponse to an appeal from the 
| Newspaper Advertising Execu- 
tives Association for better ma- 
terial for local newspaper ad- 
| vertisers. The presentation was 
first made to the Interstate Adver- 
| tising Managers Association, Har- 
risburg, Pa., and since has been 
given to the New England News- 
|paper Advertising Executives As- 
sociation, the Hartford Advertising 


Club and will be given in April to} 
It | 


the Virginia Press Association. 
is delivered by a team, Fred Spigel, 
|Metro’s art director, and John 
Bindrum, associate art director. 


P&G Picks Up ‘Gang’ 


Procter & Gamble will sponsor 
“Gang Busters” over 62 ABC sta- 
tions starting March 13. Commer- 


cials on the show, bought through | 


Benton & Bowles, will plug Tide 
detergent. On the rest of the Amer- 
ican network the program, heard 
Saturdays. at 9 p.m., EST, will be 
offered for cooperative sponsor- 
ship. L. E. Waterman Company 
dropped the shoot-em-up drama in 


. January as part of a budget cut. 


ANA Meets April 11-14 


The spring meeting of the Asso- 


PACK-O-TEN—Quaker Oat Company's 
one-time 600-line ad in Chicago news- 
papers offered readers 20 cents off on 
purchases of butter, eggs or coffee— 
if they bought the Quaker Pack-O-Ten 


cereal cartons. 


Quaker Ad Offers 
Readers 20 Cents 
Off on Purchases 


Cuicaco—An offer of 20 cents 
off on butter, eggs or coffee with 
| the purchase of one Quaker Pack- 
O-Ten was featured in a 600-line 
/one-time shot by Quaker Oats 
|Company here. 

Described as an_ introductory 
offer for the variety package of 10 
|ready-to-eat cereals in cartons, 
ithe copy invited readers to put 
their names and addresses, plus 
their grocers’ names and ad- 


drésses, on the box top of a pack- | 


age of Puffed Wheat from the 
Pack-O-Ten. And grocers were 
|authorized to allow the customer 
20 cents on coffee, eggs, or butter 
|purchases, to be redeemed by 
Quaker Oats Company. 

| Sherman & Marquette, agency 
|handling the Pack-O-Ten promo- 
‘tion, denied that the ad in the 
Chicago market was the beginning 
of a national promotion, or in 
the nature of a test. 


Ayer Announces Annual 


Typography Contest 

| N. W. Ayer & Son has an- 
nounced its 18th annual exhibi- 
tion of newspaper typography to 
be held in the Ayer Galleries, 
Philadelphia, 
March. An award will be made to 
the newspaper which is outstand- 
ing in typography without regard 
‘to circulation or page size. 

In addition, three certificates 
| will be given in each of three 
|circulation groups— papers with 
more 50,000 ~— circulation; 
papers with from  10,000-50,000 
| circulation, and papers with less 
'than 10,000 circulation. A certifi- 
cate also will be given in the tab- 
loid classification, regardless of 
circulation. The date of publica- 
‘tion required for all entries will be 
|chosen by lot from among the 
weekday dates in the week of 
March 1. 


the last week in 


than 


Gardner Promotes Four 


L. C. MacGlashan, account exec- 
utive and vice-president of Gard- 
iner Advertising Company, St. 
|Louis, has been named executive 
| vice-president and a member of 
| the board of directors. Other new 
j}appointments are: E. A. W. Schu- 
\lenberg, vice-president in charge of 
| media and research; Champ Hum- 
phrey, formerly associate media di- 
rector, media director, and Herbert 
S. Gardner Jr., assistant secretary 
and treasurer. 


Appoints McIntyre 

J. D. McIntyre has been named 
general sales manager of the New- 
|port Cereal Company, London, 
| Ont., and Dr. Jackson’s Foods Ltd., 
| Toronto. 


| Names Don Parish 


Don Parish, formerly sales man- 
ager of Lehn & Fink (Canada) 


Court Rejects 
ITU Arguments 
on Injunction 


INDIANAPOLIS—Judge Luther M. 
Swygert in federal court here has 
ruled against the International 
Typographical Union in upholding 
constitutionality of a Taft-Hart- 
ley Act provision that the court 
can issue an injunction before a 
labor dispute is settled under Na- 
tional Labor Relations Board pro- 
cedure. 

The ruling does not indicate 
whether Judge Swygert will grant 
the injunction against the ITU 
which the NLRB seeks. But it is 
an important ruling against not 
only the ITU but the CIO, AFL, 
United Mine Workers and Inter- 
national Association of Machinists. 
These unions also opposed the pro- 
vision upheld by the court—and 
| will probably appeal from the rul- 
ing. 

The court will hold a hearing 
\this Wednesday on the NLRB’s pe- 
‘tition for an order restraining the 
‘ITU from trying to continue the 
closed shop by any of 23 methods 
‘described in the petition. One such 
method is demanding wage raises 
|/without a contract, according to 
|Robert Denham, NLRB general 
counsel. 

The ITU argued that the injunc- 
'tion would be unconstitutional be- 
{cause it is “repugnant” to the due 
process amendment of the Consti- 
tution. Judge Swygert answered 
that the new labor law permits the 
court to issue restraining orders as 
“it deems just and proper” for 
both public and private “rights.” 


RANDOLPH PLEADS 
TO EMPLOYER GROUP 

CuIcaco—Several hundred com- 
mercial printing plant officials last 
Wednesday heard Woodruff Ran- 
dolph, president of the ITU, plead 
his cause for wage increases with- 
out a contract. 

It is understood Mr. Randolph 
told the employers “to talk money” 
only. Afterward, the employers— 
who are members of the Franklin 
Association—held a closed meet- 
ing to discuss whether to meet the 
demands of Local 16 of the ITU 
here. 

There was no indication Thurs- 
day how soon the ITU and em- 
ploying group will reach a settle- 
ment or the strike stage. 

Latest tabulation of the ITU na- 
tional vote on increasing the strike 
fund assessment shows members 
voting more than two-to-one to 
boost the levy to 5% of their 
wages. 

Some 900 ITU commercial shop 
printers in Philadelphia last week 
voted to strike shortly. 


HENRY WILEY 

HAVERFORD, Pa.— Henry Wood 
Wiley, manager of Holiday since 
July, 1945, died Thursday at his 
home here. Mr. Wiley joined the 
Curtis Publishing Company in 
'1919. Three years later he estab- 
lished his own business and re- 
turned to the publishing company 
in 1929. Shortly thereafter he was 
named assistant advertising di- 
| rector. 


| 
| 


J. H. SORRELLS 

New YorK—John Henry Sor- 
|rells, 51, executive editor of the 
| Scripps-Howard newspapers, died 
at his home here last Wednesday 
following a heart attack. 

Mr. Sorrells was responsible for 
| Scripps-Howard news, budget 
|control and labor contracts. He 
was appointed to the position in 
1930. Since 1936, he also had been 
president of the Memphis Pub- 
lishing Company, which publishes 
the Memphis Commercial Appeal. 


| Watts-Payne Moves 


ciation of National Advertisers will| Ltd., Toronto, has been appointed| Watts-Payne Advertising, Dallas, 
be held April 11-14 at the Drake | sales manager of Northam Warren | has moved to larger quarters at 
Hotel, Chicago. Ltd., Montreal. | 316 Fidelity building. 
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Nation-wide Consumer Taste Test 4 
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These are a few examples 
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of the 450 research projects 
completed by the Research 
Department of Young © 


Rubicam during the past 
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advertising more effective. 
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